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Abstrakt 
Diplomová práce se zaměřuje na analýzu současné marketingové strategie organizace 
Erasmus Life Lisboa. Specifikuje faktory jak vnitřního tak vnějšího okolí, které ji nejvíce 
ovlivňují a vytváří SWOT analýzu organizace. Na základě výsledků těchto analýz 
navrhuje změny v uplatnění marketingových přístupů. 
Klíčová slova 
Marketing, strategie, Erasmus Life Lisboa, ELL, Placement in Portugal, služby, 
propagace, komunikace, internet, SWOT analýza 
 
Abstract 
My Master's thesis is focused on analyzing contemporary marketing strategy of the 
Erasmus Life Lisboa. It specifies the factors such as the internal and external 
environment, which affect them the most and it creates SWOT analysis of the 
organization. Based on the results of these analyses it suggests changes in applying 
marketing approaches. 
Key words 
Marketing, strategy, Erasmus Life Lisboa, ELL, Placement in Portugal, services, 
promotion, communication, the Internet, SWOT analysis 
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Introduction 
Strong competitive fight for customers is to be found in almost every industry these days. 
To be able to succeed in this fight, both appropriate business and marketing strategy need 
to be chosen. 
Well-defined marketing strategy and well-defined marketing tools are very powerful and 
effective. Companies are able to win favor of new customers with them. It is important 
to consider what objectives we want to achieve in the competitive environment. Whether 
the company aims to achieve high number of customers or maximizing its profit.  
These companies which did not define their strategic objectives anyway may work of 
course. Their functioning is not as effective as those which define their objectives well. 
Their decisions about changes and behaviour in the market isn´t systematic and 
corresponding.   
One of the companies, where specific strategic objectives are not to be found or could not 
be precisely analysed, is the organization I have chosen as a subject of my thesis. 
I will analyse a small student´s organization Erasmus Life Lisboa (read ELL in the 
following text), a non-profit organization that is based in Lisbon, Portugal. ELL is created 
by former exchange students for exchange students. The main target is to create a social 
and cultural environment for international students in Lisbon. ELL consists of three 
different organizations - student organization ELL, but also two profit organizations, 
companies: Placement in Portugal (PiP) and Place to Stay. PiP is a small Portuguese 
company that matches international students with companies in their field of study in 
Portugal according to the preferences/skills and requirements from companies. Place to 
stay is a small student housing company that owns several apartments and houses in 
Lisbon for rent to Erasmus students.  
I chose to analyse market of student´s organizations because I have been a member of 
similar student organization in Brno. Another reason, why I am interested about this 
market, is because I was an exchange student in Portugal 2 years ago so I gained some 
experience from the other side, as a customer. I chose this specific organization in Lisbon 
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because I have followed another exchange programme - Erasmus placement and I have 
done my internship in Erasmus Life Lisboa. During my stay in Lisbon I was responsible 
for marketing and HR recruitment in Placement in Portugal and I found some weaknesses 
and some scope for improvement in this organization.  
In the theoretical part I will explain some marketing expressions, processes and tools 
which will be necessary for further analysis of my company.  
To analyze the company properly I will use some of the marketing methods. First I will 
analyze the customers and competition that ELL has in the market. I will pay more 
attention to the competitors because they present one of the biggest threats for ELL. I will 
use PEST analysis to describe macro-environment of the organization to see which of the 
factors could present opportunities and which one is not so good for organization. I will 
speak about positioning as well and I’m going to describe organization´s marketing mix. 
In the end of my analytical part I will use one of the most important tool in my thesis, 
SWOT analysis, to sum up all the information from external and internal environment. 
My proposals will be based on this analysis, its weaknesses and strengths. 
As I mentioned ELL consists of three parts, but I will concentrate on Erasmus Life Lisboa 
and Placement in Portugal in my thesis, because I am familiar with their marketing thanks 
to my internship and I found more space to implement my proposals. 
In proposal part of my thesis I will use my theoretical knowledge and results from the 
analytical part to suggest some changes in the marketing tools. I will try to help ELL to 
achieve their goals and I will suggest them to pay more attention to the customers. For 
this reason I will create a feedback questionnaire for students. These feedbacks should 
help ELL to get to know their customers more and help them in the future. I will suggest 
some other changes to each part of ELL, especially in promotion. These proposals I will 
topped up with their timetable and costs. In the end of my work I will concentrate on the 
benefits from its implementation. 
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1. Problem definition, Diploma thesis objectives 
In the first part I will define the main problem of the organization and I will set the targets 
of my thesis.  
1.1. Problem definition  
ELL works quite successfully as a student organization in their second year of existence, 
but they have very strong competitors in the market and without any try to differ from 
them, they could lose some of their customers.  
As a small student organization, ELL does not have its own marketing department. 
Nevertheless they should pay more attention to marketing and its improvement.  
ELL has been already using several marketing tools. They promote themselves especially 
on the Internet through their web pages and their own page on Facebook. They are also 
promoting their services via universities, hostels and other partners. 
As I mentioned above ELL has very strong competition, which is offering the same 
services. Most of the students that are coming to study in Lisbon do not see a reason why 
to choose a brand new organization (instead of the ones already established). If the 
organization used more effectively the marketing tools and settled down a new marketing 
strategy, they could make their organization more known and they could be different from 
their competitors. It is necessary to arrange that all international students and tourists stop 
by their office and use some of their services. To achieve this goals they have to 
differentiate some of their services from competitors. 
I see as a problematic point the fact that ELL hasn´t tried to ask for a feedback from its 
customers, although it´s very simple, by a questionnaire.  
From my point of view Placement in Portugal is the weakest part of the organization 
because they haven´t found support from the side of Portuguese companies yet, they do 
not know how to present themselves and they haven´t used the right promotion for their 
services. Placement in Portugal should change its advertising and I will suggest them to 
change some of the marketing tools. 
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1.2. Diploma thesis objectives  
The main target of my diploma thesis is to propose changes in marketing tools of the 
organization. These changes should help organization to differentiate their services from 
competitors. As one of the key objective I consider the creation of a questionnaire to 
improve feedbacks from students. 
Another objective of my thesis is to propose better promotional mix for Placement in 
Portugal. They need to promote their services in different way and in different places. 
The goal is to change their marketing approaches and tools to achieve increase in their 
profit and increase the number of their customers/partners. 
ELL has very strong competitors in the market, so the other target of my thesis will be to 
propose some additional services with which ELL could differentiate itself from the other 
student organizations. To achieve a competitive advantage ELL should get to know its 
customers better. My goal will be to create a questionnaire that will give a valuable 
feedback to ELL. The right questions in the questionnaire could help reveal some 
weaknesses and discover hidden opportunities. 
All the three parts of ELL promote their services especially via Internet. My goal will be 
to improve their internet communication and also improve their Search engine 
optimization (SEO) which could help them to be one step ahead of the competition. 
As I mentioned above, this thesis is based on my five months internship in Placement in 
Portugal and it will be concentrated on the analysis of the present situation in the company 
while taking into account its results from its establishment. Furthermore to collect 
information on the status quo of the company as well as the market and finally propose 
some changes in marketing approaches. 
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2. Theoretical sources of the work 
In the first part it is important to introduce some basic theoretical terms and methods 
which I will need in the other parts of my thesis. Especially, I will describe what the 
marketing is and what is the different between marketing and service marketing. Then I 
will describe environment, including analysis of the customers and competitors. I will 
explain marketing methods and analysis, main attention I will concentrate to SWOT 
analysis. 
2.1. Marketing definition 
What is marketing? Marketing, more than any other business function, deals with 
customers. Although I will later write more detailed definitions of marketing, perhaps the 
simplest definition is this one: “Marketing is managing profitable customer relationships. 
The twofold goal of marketing is to attract new customers by promising superior value 
and to keep and grow current customers by delivering satisfaction.” (Kotler, 2006, p.5) 
Marketing is the process of planning and executing the conception, pricing, promotion, 
and distribution of ideas, goods and services to create exchanges that satisfy individual 
and organizational goals. (Churchill, 1998) 
Another definition says: “Marketing is the process by which companies create value for 
customers and build strong customer relationships in order to capture value from 
customers in return.” (Kotler, 2006, p.5) 
It is important to do not understand marketing only like “telling and selling” but in the 
new sense of satisfying customer needs. If the marketer understands consumer needs; 
develops products and services that provide superior customer value; and prices; 
distributes; and promotes them effectively, these products will sell easily. 
2.2. Services marketing 
In my thesis I will also speak about marketing in services so it is important to mention 
what the services are and which are the differences between goods and services.  
Services have grown dramatically in recent years, and the service industry will be still 
growing. Governments, private non-profit organizations, or business organizations offer 
different kind of services through museums, banks, insurance companies or hospitals. We 
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have to realize that there are some differences between services and goods before we start 
to design marketing program. (Kotler, 2006) 
“A service is any activity or benefit that one party can offer to another that is essentially 
intangible and does not result in the ownership of anything. Its production may or may 
not be tied to a physical product.” (Kotler and Armstrong 1996, p.660) 
Although service industries are themselves quite heterogeneous (ranging from beauty 
salons to electric utilities), there are some characteristics of services about which it is 
useful to generalize.  Four of the main characteristics are going to be discussed in 
following text. 
 Intangibility 
 Inseparability 
 Variability 
 Perishability 
Intangibility 
A good is an object, a device, a thing; service is a deed, a performance, an effort. When 
a good is purchased, something tangible is acquired; something that can be seen, touched, 
perhaps smelled or worn or places a mantel. When a service is purchased, there is 
generally nothing tangible to show for it. (Lovelock, 2011) 
For customer it means that services cannot be seen, tasted, felt, heard, or smelled before 
they are bought, it also means for them that it is very hard to evaluate the service. To 
reduce uncertainty, buyers look for signals of service quality. They draw conclusions 
about quality from the place, people, price, equipment, and communication material that 
they can see. The company that provides service has another task- to make a service 
tangible in one or more ways. (Kotler and Armstrong, 1996) 
Inseparability 
Inseparability means that services are produced and consumed at the same time and 
cannot be separated from their providers, whether the providers are people or machines. 
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In case of entertainment and professional services, buyers care a great deal about who 
provides the services. If a service employee provides the employee service, then the 
employee is a part of the service. Because the customer is also present as the service is 
produced, provider-customer interaction is a special feature of services marketing. We 
can say that both the provider and the customer affect the service outcome. 
Variability 
This simply means that the quality of services depends on who provides them as well as 
when, where, and how they are provided. Service companies can take several steps to 
help manage service variability. They can select and carefully train their personnel to give 
good service. There are several programs such as employee-of-the –month awards or 
bonuses that are based on customer feedback and at the same time motivate employees.  
A firm can check customer satisfaction regularly through suggestion and complaint 
systems, customer surveys, and comparison shopping. 
Perishability 
The last characteristic of services is the service perishability, it means that services cannot 
be sorted for later sale or use. The perishability of services is not a problem when demand 
is steady. However, when demand fluctuates, service firms often have difficult problems. 
(Kotler and Armstrong, 1996) 
2.3. Company and marketing strategy 
When we are speaking about strategy we have to first define what the strategy is. “The 
strategy is the direction and scope of an organization over the long term, which achieves 
advantages in a changing environment through its configuration of resources and 
competences with the aim of fulfilling stakeholder expectations.” (Kotler, 2006, p. 36-37) 
Each company must find the game plan for long-run survival and growth that makes the 
most sense given its specific situation, opportunities, objectives and resources- this is 
focus of strategic planning. Strategic planning is the process of developing and 
maintaining a strategic fit between the organization´s goals and capabilities and its 
changing marketing opportunities. This planning sets the stage for the rest of the planning 
in the company. Usually they prepare annual plans, long-range plans, and strategy plans. 
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The strategy plan involves adapting the firm to take advantage of opportunities in its 
constantly changing environment. (Kotler, 2006) 
Another author professor Donelly mentioned in his Principles of management another 
definition of strategic planning. He is saying that it is a process that involves the review 
of market conditions; customer needs; competitive strengths and weaknesses; 
sociopolitical, legal, and economic conditions; technological developments; and the 
availability of resources that lead to the specific opportunities or threats facing the 
organizations. (Donelly, 1998) 
Now when we know what the strategy and strategic planning is we can describe strategic 
marketing plan. We have to make a difference between tactical and strategic marketing 
plan. The strategic marketing plan lays out the target markets and the value proposition 
that will be offered, based on an analysis of the best market opportunities, compared to 
the tactical marketing plan which specifies the marketing tactics, including product 
features, promotion, merchandising, pricing, sales channels, and services. (Kotler and 
Armstrong, 2012) 
Strategic planning attempts to answer three basic questions: 
1) What is the business doing now? 
2) What is happening in the environment? 
3) What should the business be doing? 
Marketing strategy should be set in the context of overall, corporate strategy too. We 
should not forget that once the overall direction of organization has been decided, with 
appropriate input from all relevant stakeholders, the marketing strategy will need to be 
aligned to ensure that direction is achieved. (Hooley, 2004) 
Kotler described in his book Principles of marketing four steps in strategic planning: 
defining the company mission, setting company objectives and goals, designing the 
business portfolio, planning marketing and other functional strategies. 
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Figure 1 Steps in strategic planning (Kotler and Armstrong, 1996, p. 39) 
 
 Defining the company mission 
Every organization exists to accomplish something, and this purpose should be clearly 
stated. To answer questions like: What is our business and who is our customer?, the 
organization develop formal mission statement. This statement should be market oriented 
and defined in terms of satisfying basic customer needs. Mission statements should be 
meaningful and specific yet motivating. They should emphasize the company´s strengths 
in the marketplace, but they should not be stated as making more sales or profits- profits 
are only a reward for creating value for customers. 
 Setting company objectives and goals 
Every organization needs then to turn its mission into detailed supporting objectives for 
each level of management. Each manager should have objectives and be responsible for 
searching them.  
 Designing the business portfolio 
After the organization settled its mission and objectives, the management of a company 
must plan its business portfolio. The business portfolio is the collection of business and 
products that make up the company. They should create portfolio that best fits the 
company´s strengths and weakness to opportunities in the environment. The planning 
involves two steps- analyzing of current business portfolio (which businesses should 
receive more, less, or no investment) and future business portfolio (to develop strategies 
for growth and downsizing). (Kotler and Armstrong, 2012) 
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 Planning marketing and other functional strategies 
After the company makes the strategic plan and establishes what kinds of businesses the 
company will be in and its establishes for each of them objectives, then within each 
business unit more detailed planning must take place. The major functional departments 
in each unit- marketing, finance, accounting, purchasing, manufacturing, human 
resources, and others- must work together to accomplish strategic objectives. Marketing 
plays a key role in the company´s strategic planning in several ways- marketing provides 
a guiding philosophy, which suggests company strategy should revolve around serving 
the needs of important consumer groups and marketing provides inputs to strategic 
planners by helping to identify attractive market opportunities and by assessing the firm´s 
potential to take advantage of them. Another important function of marketing is that 
marketing designs strategies for reaching the unit´s objectives within individual business 
units. (Kotler and Armstrong, 1996) 
2.4. Analyzing of marketing environment 
Each company must constantly watch and adapt to the changing environment. The 
company´s marketing environment consists of the actors and forces outside marketing 
that affect marketing management´s ability to build and maintain successful relationships 
with target customers. By carefully studying the environment, marketers can adapt their 
strategies to meet new marketplace challenges and opportunities. The marketing 
environment consists of a microenvironment and macro-environment. 
2.4.1. Microenvironment 
It consists of the actors close to the company that effect, positively or negatively,  its 
ability to serve its customers-the company, suppliers, marketing intermediaries, customer 
markets, competitors, and publics. It is important to realize that marketing management´s 
job is to attract and build relationships with customers by creating customer value and 
satisfaction, which is impossible to accomplish alone. Their success will depend on other 
actors in the company microenvironment mentioned above. (Kotler and Armstrong, 1996) 
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Competitors analysis 
Without a knowledge of competitors´ strengths and their likely actions it is impossible to 
formulate the central component of marketing strategy- finding a group of customers for 
whom one has a competitive advantage over the competition.  
Authors Lehmann and Winer (1991) suggest four main stages in competitor analysis: 
Figure 2 The components of competitors analysis (Hooley, 2004, p. 208) 
 
 Assessing competitors´ current and future objectives 
Understanding the goals or objectives of competitors can give guidance to strategy 
development. 
 Assessing competitors´ current strategy 
By understanding the strategies used by competitors in pursuit of their goals and 
objectives the firm can identify opportunities and threats arising from competitor actions. 
 Assessing competitors´ resource profile 
The asset and capability profile are the resources that can show what competitors are 
currently able to do, but may not be fully deployed at present. The knowledge about 
competitors´ resources can give us further clues into how the competitor will move in the 
future. 
 Predict competitors´ future strategies 
The combination of the above analysis can give us a clue what the firm is likely to do in 
the future. (Hooley, 2004) 
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Customers analysis 
In order to create value for consumers and profits organization itself, marketers need to 
understand why consumers buy certain products and the others. Marketers have to study 
consumer behavior- the thoughts, feelings, and actions of consumers and the influences 
on them that determine changes. This study often focuses on the consumer buying process 
as well as a variety of forces that shape it. 
A model of consumer buying process includes five steps:  
 Need recognition 
It is the process by which consumers buy products and services begins with a recognized 
need. Psychologist Abraham Maslow created the Hierarchy which considers that people 
are motivated to act by unfulfilled need and that people meet certain basic in a five-level 
hierarchy. People first trying to fulfill the psychological needs (water, food, rest), then 
Safety needs (physical and financial safety), Affiliation needs (friendship, love), Esteem 
needs (status, respect) and just in the top of Maslow´s hierarchy of needs are Self-
Actualization need such as charitable organizations, college courses. 
 Information search 
When consumer has identified a needs, he may look for information about how to satisfy 
it. There are different sources that consumer can use to get information about products. 
Consumer can get information from his own memory (internal sources) as well as from 
marketers through salespeople, advertisements (marketing sources). Consumer also may 
be able to experience products by handling them or smelling (experimental sources) or 
he can just consult with other people when seeking purchase information (group sources). 
 Alternative evaluation 
When consumer has information about product he can identify and evaluate ways to meet 
his needs and wants. In general, this step involves deciding what features are important 
and identifying which of those features each alternative offers. Through this process of 
evaluating alternatives, consumers try to identify the purchase that will deliver the 
greatest value.  
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 Purchase decision 
After consumer has evaluated the options he may make a purchase. He has to decide 
whether to buy and, if so, what, where, and when to buy. 
 Postpurchase evaluation 
In the last step consumer formally or informally evaluates the outcome of the purchase. 
Consumer considers whether he is satisfied with the experience of making the purchase 
and with the good or service they bought. (Churchill, 1998) 
2.4.2. Macro-environment 
For marketers is more than important to know about their external environment. Company 
operates in a larger macro-environment of forces that shape opportunities and pose threats 
to them. There are six major forces in the macro-environment of the company: Social-
Demographic forces, Economic forces, Natural forces, Technological forces, Political 
forces.  
In some literature we can hear about SLEPT or PEST analysis, which describe a 
framework of macro-environmental factors used as well in the environmental scanning 
component of strategic management. 
 Political environment 
The company does not function strictly by its own set of rules. It has to serve its customers 
and listen to federal, state and local government, these comprise the political-legal 
environment. That environment consists of laws, employment and unemployment, 
taxation policy, government agencies, and pressure groups that influence or limit various 
organizations and individuals in a given society. 
Laws and regulations cover many marketing activities, from product testing, packaging, 
pricing to advertising and sales. Laws and regulations can limit marketing activities or be 
a source of opportunity for the company.  
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 Economic environment 
The economic environment consists of factors that affect consumer purchasing power and 
spending patterns. This analysis is for us the most important in areas such as economic 
growth rate, business cycle stage, quality of infrastructure or inflation rate. (Kotler, 2006) 
To scan this environment helps marketers determine whether customers will be willing 
and able to spend money on products and services. Spending patterns are linked to the 
business cycle, or the pattern in the level of business activity that moves from prosperity 
to recession to recovery. (Churchill, 1998) 
 Social (demographic) environment 
The first of the forces and maybe one of the most important for marketers is social or 
demographic environment. Demographics is the study of the characteristics of a human 
population. These characteristics include age, birth rate, marital status, education, 
religious affiliation, ethnic background, geographical distribution, and so forth. But why 
are these forces the most important one? Because it involves people, and people make up 
markets, that is why marketers should pay attention for this part of the macro-
environment. Marketers use demographic to analyze markets, learn about customers, and 
create value for them, pinpointing changes or trends in a population is vital to marketing 
strategy. (Churchill, 1998) 
 Technological environment 
The technological environment is one of the most rapid changing environment. If we 
think of all new technologies from last 100 or 50 years, when our grand-fathers did not 
know what is airplanes, automobiles, radios and internet. We can say, that this 
environment is perhaps the most dramatic force now shaping our destiny. On the one 
hand, it would provide many advantages to both buyers and sellers. On the other hand, it 
could be a bit scary. Either way, we have to realize that this is already happening- new 
technologies create new markets and opportunities- however every new technology 
replaces an older one. (Kotler, 2006) 
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 Natural environment 
Marketers should be aware of several trends in the natural environment. This environment 
involves natural resources that are needed as inputs by marketers that are affected by 
marketing activities. The trends in natural environments these days are: growing 
shortages of raw materials and increased pollution. We have to realize that industry will 
almost always damage the quality of the natural environment. 
Another trend is increased government intervention in natural resources management. 
The governments vary in their concern and efforts to promote a clean environment. The 
general hope is that companies around the world will accept more social responsibility 
and that less expensive devices can be found to control and reduce pollution. (Kotler, 
2006) 
2.5. Identifying the segments and targets 
Nowadays markets are not homogeneous and that is why a company cannot connect with 
all customers in large, broad, or diverse markets. Consumers vary on many dimensions 
and often can be grouped according to one or more characteristics. Each company has to 
identify which market segments it can serve effectively. This decision requires a keen 
understanding of consumer behavior and careful strategic thinking. 
To compete more effectively, many companies are now embracing target marketing 
which includes market segmentation, market targeting and market positioning. (Kotler, 
2006) 
2.5.1. Market segmentation 
The market segmentation is the process of dividing a market into groups of potential 
buyers who have similar need and wants, value perceptions, or purchasing behaviors. 
Marketers use the information to decide what segments of the market they can serve most 
profitably; in the nonprofit organizations marketers use it to help them be more efficient 
in reaching their goals. The market segment that the organization selects to serve is called 
a target market. (Churchill, 1998) 
There are several ways how researchers try to define segments, some of them define 
segments by looking at descriptive characteristic like geographic, demographic and 
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psychographic. Then they examine whether these customer segments exhibit different 
needs or product responses. Other researches try to define segments by looking at 
behavioral considerations, such as consumer responses to benefits, usage occasions, or 
brands. Regardless of which type of segmentation scheme we use, the key is adjusting the 
marketing program to recognize customer differences. The major segmentation variables 
are geographic, demographic, psychographic and behavioral segmentation. (Kotler and 
Armstrong, 2012) 
 Demographic segmentation 
The most common way to segment consumer markets is to use demographic 
segmentation- it involves dividing the market on the basis of population characteristics. 
This approach segments consumers according to such variables as gender, age, race or 
ethnicity or income level. (Churchill, 1998) 
This approach is one of the most popular with marketers because demographic variables 
are often associated with consumer needs and wants and because they are easy to measure. 
Gender for instance makes big differences because men and women have different 
attitudes and behave differently, based partly on genetic makeup and partly socialization. 
Another variable is income- this segmentation is a long-standing practice in such 
categories as automobiles, computers, mobile phones, cosmetics or clothes. We should 
not forget about age- people have different wants and needs during their life cycle. 
(Kotler, 2006) 
 Geographic segmentation 
This segmentation is the process of dividing the market on the basis of location or other 
geographic criteria such as population density or climate. (Churchill, 1998) 
This segmentation may be a useful variable, particularly for small or medium-sized 
marketing operations that cannot hope to attack widely dispersed market. Many 
companies for instance choose to market their products in their home country only, 
implicitly excluding worldwide markets from their targets. (Hooley, 2004) 
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 Psychographic segmentation 
These two approaches mentioned above do not directly address the needs and wants that 
lead people to make purchases. In an attempt to more specifically identify the consumers 
who would be interested in particular products, marketers have developed psychographic 
segmentation. This one involves measuring consumer lifestyles. (Churchill, 1998) 
 Behavioral segmentation 
In behavioral segmentation, marketers divide buyers into groups on the basis of their 
knowledge of, attitude toward, use of, or response to a product. Marketers use very often 
benefit-based or needs-based segmentation because it identifies distinct market segment 
with clear marketing implications. Other marketers believe variables related to various 
aspects of users or their usage- for instance occasions, user status, usage rate, or loyalty 
status. These variables are good starting points for constructing market segments.(Kotler 
and Armstrong, 2012) 
2.5.2. Market targeting 
After the company has decided which techniques from market segmentations will be 
used, it must decide how many and which segments to target. Marketers are increasingly 
combining several variables in an effort to identify smaller, better-defined target groups. 
The organization has to realize that not all segmentation schemes are useful. There are 
five key criteria that market segments must rate: measurable, substantial, accessible, 
differentiable, actionable. 
 Evaluating market segments 
Kotler in his Principles of marketing says that company has to evaluate market segments 
by looking at three factors: segment size and growth, segment structural attractiveness, 
and company objectives and resources. The company must first collect and analyze data 
on current segments sales, growth rates, and the expected profitability for various 
segments. An organization should consider the fact that not always the largest and fastest-
growing segments are the most attractive ones for every company as well as the existence 
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of many actual or potential substitute products may limits prices and the profits that can 
be earned by segment. (Kotler and Armstrong, 2012) 
 Selecting market segments 
When the organization evaluated different segments it can now decide which and how 
segments to serve – this calls a target market selection. The company can follow one of 
these strategies: 
Undifferentiated (mass) marketing 
In some cases, a single product appeals broadly to a market. Selling the same product to 
all customers with the same marketing mix is known as undifferentiated or mass 
marketing. Nowadays there are only few products and services that are really mass 
marketed- most marketers are segmented on some bases. (Churchill, 1998) 
Differentiated marketing 
This strategy is a market-coverage strategy in which a firm decides to target several 
market segment and design separate offers for each. The company is hoping for higher 
sales and stronger position within each market segment, but this kind of marketing also 
increases the costs of doing business. Developing separate marketing plans for the 
separate segments requires extra marketing research, forecasting, sales analysis and 
promotion planning. (Kotler and Armstrong, 2012) 
Concentrated marketing (niche marketing)  
“Instead of going after a small share of a large market, a firm goes after a large share of 
one or a few smaller segments or niches. “(Kotler and Armstrong, 2012, p 203) 
Because niche marketing can succeed on a relatively small investment, it is an attractive 
strategy for small organizations. Firms also can engage in relationship marketing by 
specializing in serving a category of needs or wants. (Churchill, 1998) 
Today, the low cost of setting up shop on the Internet makes it even more profitable to 
serve seemingly miniscule niches. Small businesses, in particular, are realizing riches 
from serving small niches on the Web.  
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Micromarketing 
Micromarketing is the practice of tailoring products and marketing programs to suit the 
tastes of specific individuals and locations. This marketing consists of local (tailoring 
brands and promotions to the needs and wants of local customer groups) and individual 
marketing (tailoring products and marketing programs to the needs and preferences of 
individual customers). (Kotler and Armstrong, 2012) 
2.6. Positioning 
When we describe what the target market is, we can start to speak about the brand and its 
positioning. 
Positioning is the act of designing a company´s offering and image to occupy a distinctive 
place in the minds of the target market. The goal is to locate the brand in the minds of 
consumers to maximize the potential benefit to the firm. A good brand positioning helps 
guide marketing strategy by clarifying the brand´s essence, identifying the goals it helps 
consumer achieve, and showing how it does so in a unique way. Everyone in the 
organization should understand the brand positioning and use it as context for making 
decisions. The result of positioning is the successful creation of a customer-focused value 
proposition, a cogent reason why the target market should buy the product. (Kotler and 
Armstrong, 2012) 
2.7. Marketing strategy for service firms 
Service marketing requires more than just traditional external marketing using the four 
Ps, it requires internal marketing and interactive marketing. 
Internal marketing 
Internal marketing means that the service firm must orient and motivate its customer-
contact employees and supporting service people to work as a team to provide customer 
satisfaction. 
This simply means that for marketers must be the employees more important than the 
customers. 
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Interactive marketing 
The interactive marketing means that the quality of a service depends on the quality of 
the buyer-seller interaction during the service encounter, it depends on both the service 
deliverer and the quality of the delivery. Service marketers therefore, have to master 
interactive marketing skills. (Kotler, 2008) 
Today companies are trying to differentiate their services from the competitors, it means 
that marketers have to try to increase their service differentiation, service quality, and 
service productivity. 
2.8. Designing a Customer-Driven Marketing Strategy 
For company is important to know who are its customers and has a knowledge of 
marketplace, the company then must decide which customers it will serve and how it will 
bring them a value. The marketing management can then design a customer-driven 
marketing strategy. Kotler define marketing management in his 14th edition of Principles 
of marketing as: “The art and science of choosing target markets and building profitable 
relationships with them.” The marketing manager´s goal is to find, attract, keep and grow 
target customers by creating, delivering, and communicating superior customer value. 
(Kotler and Armstrong, 2012) 
The company must decide whom it will serve as I mentioned in the previous article, the 
company divides the market into segments of customers (market segmentations) and 
selects which segments it will go after(target marketing). The main aim of marketing 
managers is not to serve all customers, but select only customer that it can serve well and 
profitably. For company is also important to decide, how it will serve targeted markets- 
how it will differentiate and position itself in the marketplace.  
“A brand´s value proposition is the set of benefits or values it promises to deliver to 
consumers to satisfy their needs.“ (Kotler and Armstrong, 2012, p 9). 
That´s why it is necessary for companies to create strong brand- to differentiate one brand 
from another and to give the customers answer why he should buy the product/service of 
our brand rather than a competitor´s. (Kotler and Armstrong, 2012) 
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2.9. Marketing mix 
An essential element of any marketing strategy is marketing mix. The original marketing 
mix consists of 4Ps- Product, Place, Promotion, Price. With the idea of four Ps´ came 
marketer McCarthy and until now is the form the heart of the structure of most marketing 
management textbooks. 
2.9.1. Marketing mix for services 
The marketing mix for services needs to be adopt because the original marketing mix was 
developed for manufacturing companies and because there is patchy empirical evidence 
that marketing practitioners in the service sector find the marketing mix may not be 
inclusive enough for their needs. Another reason is that there is growing evidence that the 
dimensions in the marketing mix may not be comprehensive enough for service 
marketing. 
The marketing mix consists of four Ps: 
 Product 
 Price 
 Place 
 Promotion 
in the marketing of services authors are adding also People, Physical evidence and 
Process. The behavior of people in service organizations is critical, so the process-the 
how- of service delivery is important too.  
The marketing mix process is a constant one of fashioning and reshaping the component 
elements in response to changing market circumstances and needs. Inevitably there is 
much overlap and interaction between the various components of the marketing mix. 
Decisions cannot be made on one component of the mix without considering their impact 
upon the other components. (Cowell, 1984) 
2.9.2. Product 
A product is anything that can be offered to a market to satisfy a want or need. Products 
that are marketed include physical goods, services, experiences, events, persons, places, 
properties, organizations, information and ideas. Marketers classify products on the basis 
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of durability, tangibility, and use. According to durability and tangibility we can divide 
products into three groups: Nondurable goods, which are purchased frequently, such as 
beer or shampoo. Second group are Durable goods which are tangible goods that 
normally survive many uses such as freezers or machine tools. The last- Services, are 
intangible, inseparable, variable and perishable as was mentioned above. There are 
several classification of products such as Industrial- goods classification or Costumer-
goods classification which describe goods form another point of view. (Kotler and 
Armstrong, 2012) 
2.9.3. Price 
When marketers design strategy one of the most important is price decisions. Along with 
product, price tends to be a key component of strategy and in some cases can be the most 
important component of strategy mix. The power of price to produce results in 
marketplace is more than important, it is not equaled by any other element in the 
marketing mix and that´s why it has to be used with caution. 
Marketers have to pay attention during establish the price, the price decisions must be 
coordinated with both organizational goals and marketing objectives. After the marketers 
established their marketing objectives they have to established price objectives, which 
have to be supportive to all other marketing mix tools (product, promotion, distribution). 
The next step is to appraise the determinants of price: supply, demand, competition, legal 
and other constraints and opportunities. The major factors in determine the price could be 
the competitive structure, size of the company, the nature of the product and distribution 
structure, all of them change the value that firm should charge. As we can see on the 
picture, policies are a contingent constraint on the range of acceptable alternatives. A 
price policy is a guideline or rule for setting prices, which should be consistent with the 
price objectives and external and internal determinants of price. (Luck, 1985) 
2.9.4. Promotion 
The most known P in marketing is promotion. Companies must to communicate with 
their customers, and what they communicate should not be left to chance. The promotion 
mix consists of the specific blend of advertising, personal selling, sales promotion, events 
and experiences, direct marketing, public relations and publicity. 
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The starting point in planning marketing communications is an audit of all the potential 
interactions that customers in the target market may have with the brand and the company. 
Marketers should evaluate all the different possible communication options according to 
effectiveness criteria as well as efficiency considerations (how much does it cost). 
As I mentioned above, there are different kind of promotion, but how to develop effective 
communication strategy? Kotler (2006) speaks about eight steps in Developing effective 
communications in his 12th edition of Marketing Management.  
 Identify target audience- is a critical influence on the communicator´s decision 
on what to say, how to say it, when to say it, where and whom to say it.  
 Determine objectives 
 Design the communications- in this step marketers have to respond three 
questions: what to say (what is the message strategy), how to say (by creative 
strategy) and who should say it (what is the message source). 
 Select the communications channels- it becomes more and more difficult to 
select efficient channels to carry the message, because channels becomes more 
fragmented and cluttered. We recognize personal and non-personal channels (such 
as media, events, sales promotion etc.). Although personal communication is often 
more effective than mass communication, mass media might be major means of 
stimulating personal communication. 
 Establish budget- one of the most difficult part is to decide how much to spend 
on promotion. There are several methods which can help marketers to decide what 
will be their budget  
 Decide on media mix-each communication tool has its own characteristic and 
budget. The marketers have to decide now which communication tools they will 
use to promote their products or services.  
The most known is for sure Advertising- this type can effectively reach 
geographically dispersed buyers. Another communication tool is Sales 
promotion- such as coupons, contents, premiums. Marketers tend to underuse 
Public relations, yet a well-thought-out program coordinated with the other 
communications-mix elements can be extremely effective. Another tool which is 
relevant, involving and implicit is Events and experiences. The Direct marketing 
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can be in a form of direct mail, telemarketing or internet marketing. The last and 
the most effective tool is Personal selling. This tool is used more with complex, 
expensive, and risky goods and in markers with fewer and larger sellers. 
Companies must consider some factors before developing their marketing mix 
such as: the type of the product market (consumer vs. business market), consumer 
readiness to make a purchase and also the stage in the product life cycle.  
 Measure results- after implementing the communication mix, the 
communications director must measure its impact on the target audience.  
Customer are asked whether they recognize or recall the message, how many 
times they saw it and how they felt about the message and their current and 
previous attitude toward the product and company.   
 Manage integrated marketing communications (IMC) - the IMC is a concept of 
marketing communications planning that recognizes the added value of a 
comprehensive plan. (Kotler, 2006) 
2.9.5. Place- distributing goods and services 
Because most services are produced and consumed at the same time, services are usually 
distributed directly as it is showed in Figure 3. The indirect channel means that there is 
some intermediate, usually agents. Nowadays the use of agents has deceased in some 
service industries because of advances in technology. 
Figure 3 Common channels for services (Churchill, 1998, p 372) 
 
2.10. SWOT analysis 
To analyze internal and external factors we use SWOT analysis. The purpose of SWOT 
is twofold. First, it seeks to identify the most significant factors, both internal and 
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external, affecting the organization and its markets. Second, the company is looking 
where they have strengths and weaknesses align with opportunities and threats and it can 
help the company to create a strategy formulation. (Hooley, 2004) 
Figure 4 SWOT analysis (Kotler and Armstrong, 2012, p. 54) 
 
If we focus to the internal part of SWOT analysis we can start with strengths. Strengths 
include internal capabilities, resources, and positive situational factors that may help 
company to achieve its objectives. Weakness includes some internal limitations and 
negative situational factors that may interfere with the company´s performance. The 
external environment includes opportunities in its “positive” side. Opportunities are 
favorable factors or trends that the company may be able to exploit to its advantages. The 
last part of SWOT analysis belongs to threats. Threats are unfavorable external factors or 
trends that may present challenges to performance. (Kotler, 2006) 
What makes SWOT particularly powerful is that, with a little thought, it can help the 
company uncover opportunities that you are well placed to exploit, and by understanding 
the weakness of your business, you can manage and eliminate threats that would 
otherwise catch you unawares. The goal is to match the company´s strengths to attractive 
opportunities in the environment, while eliminating or overcoming weaknesses and 
minimizing the threats. (Kotler and Armstrong, 2012) 
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3. Analysis of current state 
This chapter should make the current status of Erasmus Life Lisboa more understandable, 
that´s why I will describe some basic facts about the company and its current missions 
and objectives. Its marketing mix and whole targeting process will be mentioned as well. 
3.1. Description of the company 
Erasmus life Lisboa is a non-profit organization based in Lisbon that is trying to help 
international students find accommodation, work and organizes events for them as well. 
This organization has two managers who are responsible for all the departments. ELL is 
created by former exchange students, for exchange students. They provide students with 
several services and products. 
ELL has three sections, all of them are connected with Erasmus students or interns, but 
each of them in a different way. I will start from the biggest section - Erasmus Life Lisboa.  
 Erasmus Life Lisboa 
Erasmus life Lisboa is the main and biggest organization. ELL in a non-profit 
organization which helps Erasmus students and all other international students with their 
stay in Lisbon. ELL is using two logos, which you can see below. They came with a very 
symbolic motto of all Erasmus people – “No regrets”. This motto became well known 
among the Erasmus people, as the meaning of whole Erasmus studies is hidden in it - 
enjoy your life without any regrets. From this motto we can tell the crucial event for ELL 
- parties. 
Figure 5 Logos of ELL (Source: Internal documents of ELL) 
 
Erasmus life Lisboa offers students ELL card, which represents the Erasmus Life Lisboa 
membership. This card costs 10 € and students get discounts on all trips organized by 
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ELL and discounts with ELL partners, for instance in surf lessons, car rental, hostels and 
language schools.  
The main activity of ELL is organizing of the parties, events and trips during whole 
semester for the Erasmus students. Usually they organize one big trip per month, two or 
three events and six parties per week. Most typical events that ELL organizes are for 
example Fado dinners, sport tournaments, Karaoke nights, Pub Crawl etc. Except of these 
services ELL has lot of partners which offer students variety of products and services. 
Here is a list of some of the partners with their offers plus discounts for students: 
 Virgin active - 2 days pass to the gym/health club 
 Optimus - WTF sim cards for free  
 ActivoBank - free bank account + PT debit card 
 This is Lisbon Hostel - 15% discount 
 Big Slice Pizzeria - 15% discount 
 Language Craft Summer Courses 
 Clubs: Urban beach Club, MusicBox, Main, Europa-free entrance in all their 
weekly parties 
 Angel Surf School- 45€ discount on surf lessons 
 Black Bird Tattoo Parlour 
 GoodRent- 10% discount 
All members of ELL can benefit from discounts of these companies, usually the discount 
is from 5% - 20% of the price. More information about partners can be found on 
www.erasmuslifelisboa.com. 
 Placement in Portugal 
Placement in Portugal is a start-up organization which aims to match international 
students and former students with internships in their field of study in Portugal. The logo 
of the organization is to be found below. 
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Figure 6 Logo of Placement in Portugal (Source: Internal documents of PiP) 
 
Placement in Portugal (PiP) was founded in 2012, but interestingly, for the first year of 
its existence did not even have a web page. They are using their wide network of contacts 
to create a custom-made internship opportunity according to the student’s preferences and 
skills. Throughout the internship period they provide support with bureaucratic issues and 
day-to-day difficulties for example Portuguese language courses, accommodation, 
transportation and so on aiming to achieve the best experience for all the parties involved. 
The biggest advantage for companies is that Pip can provide the company with the interns 
that best meet their requirements and needs, because Pip has wide network of universities 
and alumni from several countries and they can match the perfect candidate for them. 
These students work for the company and are supported by a scholarship from the 
Erasmus programme, so the companies can avoid extra cost – their salary. 
And how does it work? Companies have to fill the registration form on web page 
Placementinportugal.com, where a form with a job description, duration and other 
requirements is to be filled in. When PiP finds suitable candidates, they send their CVs 
to a company and after this, candidates are able to make second interview directly with 
the company. Pip has a price list of services they provide. Pip does not charge the students 
for this service, as the companies searching for an intern are to pay for this service. All 
information and registration form are advertised on www.placementinportugal.com. 
 Place to Stay 
Place to Stay was founded in 2010 as a small company that aims to provide student 
housing in the city of Lisbon. 
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Figure 7 Logo of Place to Stay (Source: placetostay.com) 
 
All their apartments are located in the center of Lisbon. They provide a various range of 
rooms, facilities and locations. Students have to make a registration on their webpage in 
order to book an apartment. Apart from their own properties they offer accommodation 
provided by the company’s partners as well. Nowadays, their portfolio consists of 20 
housing locations. More details about the accommodation offers is on 
www.placetostay.com. 
Both of these organizations, PiP and PtS are connected with the main organization ELL, 
but they work separately. Big difference between ELL and the other two organizations is 
that ELL is a non-profit organization. All of the organizations have their own web pages 
and Facebook pages, even though they are based in the same office in the center of Lisbon 
and they have same managers. Most of administrative work, processes and ideas are made 
by interns.   
3.1.1. History of the company 
The co-founders Andre Martins and Mario Kirzner were members of ESN (Erasmus 
Student Network), Andre was a “father” of ESN Lisboa and Marcio was a member of 
ESN Madrid. The reason why they wanted to create a new organization is simple - they 
did not have enough flexibility to do what they want, to create something new. ESN 
Lisboa is a part of ESN Portugal which is part of international ESN, all these parts have 
their own Board members. When some member comes up with an idea, all these board 
members should approve the new project. This process is too long, and usually does not 
end up successfully. Another reason for them to create a new organization was the fact 
that ESN Lisboa was a small organization that made one party per week and two events 
or trips during one month. In that time they were connected only with 10 faculties. Andre 
Martins also found out that there are more than 5000 Erasmus students plus 15 000 
international students doing their master, MBA or others studies and ESN Lisboa were 
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not able to reach all of them with the tools they were using. That were the main reasons 
why they decided to create new students organization- to reach all these students.  
In the beginning the main attention for ELL was a triangle – universities, parties and 
accommodation. These three were always in the attention, because universities have 
contacts to all students in Lisbon, parties because Erasmus people are young people that 
like to have fun more time per week and accommodation was a good source of income 
for the organization. Since the very beginning of the organization, there was a strong 
connection with the City hall of Lisbon and thanks to this support, the individual 
universities could be contacted by the company.  
So basically the main reason to create new students association was more potential events, 
trips, and the possibility to contact international students that ESN couldn’t reach, so there 
was a need to make a brand new association. 
3.1.2. Company nowadays 
ELL is getting bigger every semester, they are making more events every month and they 
are trying to improve their marketing. They are trying to get more contacts for potential 
partners, universities, international coordinators etc.  
Nowadays ELL has 15 full-time employees and the rest of the employees are interns. For 
Placement in Portugal there are usually 2 interns for six months, for Place to Stay three 
interns. This could be considered as an advantage but also as a big weakness. André 
Martins is saying: “The organization is still owned by volunteers and interns which can 
lead to kind of amateurism.” Nevertheless ELL is taking care about its employees. They 
perform the internal marketing on a good level, almost every month they organize team 
building with all members. ELL is organizing lot of dinners and lunches together with all 
members as well. During my stay in ELL we went two times out of Lisbon for the 
weekend and we had lot of dinners and lunch. With this approach they are trying to 
improve the services of ELL, because an enthusiastic employee can offer better service 
for students.  
ELL improve a lot their services from the establishment. They are offering more trips and 
parties during semester and also the size of the organization getting bigger. In the 
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beginning they were only five people working in ELL, nowadays they are more than 20 
employees.   
3.2. Strategy 
The strategy of the organization is from of the words of Andre Martins: “Bring more 
students to their organizations, rent more houses for them and bring them back for the 
second time to make their internship in Lisbon.” From my opinion this is not well defined 
strategy, it doesn´t say how they want to achieve to get more students. This could more 
like an objective, let´s say. The organization should answer the basic questions: 
What is the business doing now? ELL provides services to international students in 
Lisbon such as organizing of events, parties, renting houses, language courses and overall 
support for their stay in Lisbon. ELL and its parts helps students to find an internship in 
Lisbon as well.  
What is happening in the environment? There are still more and more organizations and 
companies that are starting to do the same business, but from the other side, Lisbon is 
becoming more favorite among students and tourists, so there is a need to organize more 
events and parties for them to reach all of them.  Lisbon is an incubator of new Start-up 
organizations that are seeking for international young employees. 
What should the business be doing? ELL wants to reach all international students and 
tourists that are coming to Lisbon. To reach them they have to differentiate their services 
and they should get know their customers more. Placement in Portugal should make 
partnership with more companies (all startups, small companies without their own HR 
department). They want to concentrate on Portuguese students in Lisbon and create a new 
project that will offer discounts for students from Portugal. 
3.2.1. Mission and vision 
ELL has the mission very clear and visible on their webpage 
www.erasmuslifelisboa.com: “Erasmus Life Lisboa is a non-profit organization that 
intends to support and integrate international students in Lisbon by providing useful 
services and organizing local Cultural, Sport and Entertainment activities. “ 
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Placement in Portugal describes their mission on www.placementinportugal.com as: 
“Our mission is to help international students and graduates to find a professional 
internship in Portugal which matches the student’s skills, education and preferences.” 
3.2.2. The objectives 
The main goal and what people in ELL are trying to do is to reach all of the international 
students, all interns and tourists that are coming to Lisbon. As I mentioned above, there 
are more international students coming to Portugal every year due to big promotion from 
the City hall of Lisbon. People from ELL are trying to get into the awareness of students 
and bring all of them to their central point - Erasmus Life Lisboa office.  
Basically the objective for ELL is to reach as much international students as possible. 
They want to be number one among student´s organizations in following year. Regarding 
Placement in Portugal, the objectives are very obvious as well. They want to reach more 
students and companies to increase their profit. 
From my opinion the management of ELL does not pay enough attention to PiP and 
objectives connected with this part of ELL. They always put ELL as the main part and 
they are leaving PiP little bit behind, which is visible in the final business performance. 
Important task to do for ELL is to measure their business performance. They use these 
key indicators of business performance:  
 How many events reach 100%? 
ELL is organizing party six days per week and several events during month. After the 
semester they analyze how many students went to their parties and events. Last year this 
indicator was very good, only one event (trip) per two semesters did not reach 100%. 
 How many ELL cards they sell per semester? 
As I mentioned above there are about 5000 Erasmus students plus 15 000 international 
students and interns, and ELL is selling every semester about 3500 ELL cards. This 
indicator could be better, because there is a lot of students that do not know about Erasmus 
Live Lisboa cards. 
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 How many houses they manage to rent per semester? 
Place to Stay is a part of ELL and they are renting houses for international students. It is 
one of the most important organizations for them, because they have the biggest profit 
from this organization. Place to Stay is offering 1200 houses for rent around all Lisbon, 
and this semester they´ve rented 1000 of them. 
 How many matches per month PiP made? 
Placement in Portugal as a part of ELL is measuring its business performance by the 
number of “matches” per month. The “match” means when PiP finds a student for a 
company and signs a contract or Training agreement with the student. Until summer 2014 
PiP was able to match one student in average per month. This number should be a sign 
for them to improve some of the marketing tools. 
These five indicators will be an important for my proposal part. I will try to increase the 
numbers of matches in Placement in Portugal and keep the high numbers and percentages 
of business performance in ELL. 
3.3. Analysis of microenvironment 
It is very important to watch the microenvironment for the organization. As I´ve already 
mentioned in the introduction, they do have competitors which are very strong, because 
in general they provide students with same services like ELL. ELL should know who are 
its customers and what is their behavior leading to purchases. First I will pay attention to 
the competitors. ELL does have very strong competitors and that´s why I would like to 
describe them in the following text. 
3.3.1. Analysis of the competitors 
Lisbon is the capital city of Portugal and that is the reason why we can find more than 
one Erasmus organization here. Every year there are about five thousand of Erasmus 
students plus another fifteen thousand international students coming to Lisbon for their 
studies. The program of (the) European Union - Erasmus Mundus had started more than 
10 years ago. Similar student organization as Erasmus Life Lisboa have been created to 
help international students. ELL is the newest one in Portugal. There are two bigger 
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organization in Lisbon - ESN Lisboa and Erasmus Lisboa. I will start with the bigger one: 
Erasmus Student Network ESN.  
 Erasmus student network ESN Lisboa 
ESN LISBOA is the Lisbon section of the Erasmus Student Network. This organization 
is a non-profit organization as well and was founded in September 2008 by the hand of a 
small group of Portuguese Erasmus students that had just returned from their Erasmus. 
Figure 8 Logo of ESN Lisboa (Source: esnlisboa.org) 
 
 
ESN LISBOA started as an informal student group and organized activities in the first 
semester of 2008/2009 with no more than 150 IST exchange students. Later that year, 
ESN grew and started covering all exchange students from Universidade Técnica de 
Lisboa. In 2009/2010 ESN Lisboa took a crucial step and started offering its support and 
activities to all exchange students in Lisbon. More than 50 different activities were 
organized throughout this year, targeting almost 2000 exchange students. Nowadays ESN 
Lisboa is formed by voluntary Portuguese and international students from various 
universities in Lisbon and it is considered the biggest section in Portugal when it comes 
to organized activities for exchange students. 
ESN Lisboa is a part of International Erasmus Student Network, which means they have 
very similar Vision and Mission: 
Vision – “Enrichment of society through international students.” 
Mission – “ESN is the key volunteer student organization in international higher 
education in Europe. We provide opportunities for cultural understanding and self-
development under the principle of SHS - Students Helping Students.” 
The vision and mission of ESN you can find on their web page http://esnlisboa.org/. 
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ESN Lisboa is the best known Erasmus organization, which gives them big advantage. 
Almost all Erasmus students that are coming to any University get first information about 
this organization. All faculties and their coordinators in Lisbon cooperate with ESN 
Lisboa. 
ESN Lisboa offers student ESN cards for 10 €. This card proves the membership of ESN 
Lisboa. With this card students get discounts on their trips, events and other activities, 
plus they will get discounts with their partners – hostels, parties, language courses, surf 
courses, dance classes or car rental. The advantage to get this card compare to ELL card 
is that you can use it everywhere in Europe (where ESN organizations are), so it is not 
valid only in Lisbon. 
ESN Lisboa has been working on their marketing strategy longer then ELL, so that is why 
they are still number one in student organization. Every semester they present their 
organization on the Welcome days of almost each university in Lisbon which give them 
big opportunity to get new students. 
Other Portuguese cities such as Porto, Braga, Aveiro have also their ESN and all these 
ESN sections organize every year one trip together- ENM Erasmus National Meeting in 
Algarve. This trip has a huge success and every year about 800 Erasmus students from 
all over the Portugal participate on this trip. Erasmus National Meeting is one of the 
reason why ESN is still the most favorite organization, because with them you can meet 
Erasmus students not only from Lisbon and use your student´s (ESN) card not only in 
Lisbon. 
Another specific project of ESN is the Social Erasmus. The mission of this project is 
to involve international students into volunteering services and to create a positive social 
impact in the local communities. Social Erasmus has three different pillars under which 
the activities are developed: Solidarity, Education and Environment. Here are some of the 
activities they've already done: tandem with children, Erasmus in schools, Healthy beach 
(cleaning and preserving the beach in Lisbon), Free hugs or helping homeless people. 
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 Erasmus Lisboa EL 
Erasmus Lisboa is an association of foreign students – a non-profit organization founded 
in 2004, in order to support and integrate international students in Lisbon. Which means 
that this organization was the first one of this type in Lisbon. The logo of EL is very 
simple and you can find it below. 
Figure 9 Logo of EL (Source: erasmuslisboa.com) 
 
The association was built by a group of students who were once exchange students as 
well. They saw this project as a chance of developing Erasmus+ program in Lisbon as 
well as continuing their Erasmus experience in their home country. This project started 
with this website where students, arriving in an unknown country, could find useful 
information easily. In the meantime, in order to integrate foreigner students, International 
Parties and later Erasmus Lisboa trips were launched. 
During the academic year of 2005/2006 a new project was started: the Welcome Kit. It 
consists on an envelope, handed freely, which comprises: country, city and transports 
maps; a TMN mobile SIM card – Moche; a Lisbon guide; forms to require Lisboa Viva 
card; discount vouchers and many other useful information. During the last 5 years these 
projects have been well embraced not only by the international students but also by the 
universities Erasmus departments in Lisbon. As a result, this association has been 
growing and developing, supporting more than 3000 foreigner students and hopes to 
welcome and expand more and more. All information come from EL we pages 
www.erasmuslisboa.com. 
Erasmus Lisboa does not provide buddy system for its students, and they do not have too 
much trips, parties and other events. Basically they arrange one party per week, and one 
or two trips per month. They can help students with accommodation as well, but they not 
help students to find an internships in Portugal and in general they do not provide as much 
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services as ELL or ESN. Their big advantage is that they were first in the market and they 
have a good name among universities in Lisbon. From my opinion EL does not try to 
improve their services and that´s why nowadays they are the weakest organization in 
Lisbon. 
In the next tab sum up all the information, to compare the main indicators of business 
success. I measured how many cards they sell during semester, how many houses they 
rented during semester and last indicator - occupancy of the events (how many people 
attended their events. I got this information from members of each of these organization 
and they are from last year 2014 - winter semester. 
Table 1 Comparison of student´s organizations in Lisbon 
 Cards Houses Events 
Erasmus Life Lisboa 3500 1200/ 1000 100 % 
ESN Lisboa 5000 2000/1500 100 % 
Erasmus Lisboa 1000 300/200 80% 
 
Table 2 Comparison of student´s organizations in Lisbon- services 
 Student 
housing 
Internships Social 
Erasmus 
Buddy 
system 
Full 
employees/volunteers 
Organization 
ELL Yes Yes No No Full employees+ 
Volunteers+ interns 
Profit +non 
profit 
ESN Yes Yes Yes No Volunteers+ interns Non profit 
EL Yes No No No Volunteers+ interns Non profit 
 
From the first table we can see that ESN is still the most successful among students in 
Lisbon. The reason is very simple - ESN is an international non-profit organization, which 
has a tradition for more than 20 years in Europe. Most of the students had heard about 
ESN before they come to Lisbon, they trust this organization the most. Another advantage 
of ESN card is that you can use it everywhere in Europe, not only in Lisbon and you can 
get discounts everywhere it is valid. As you can see they are renting more houses in 
Lisbon with success as well as they do not have problem to fill all of their events and 
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trips. The third organization EL was as a first in Lisbon but they are not trying to get 
bigger or improve their services. They have only “few” houses for rent, and they are not 
doing as much events as other two organizations.  
From the second table we can see that ELL as the only one from the organizations has 
full-time employees in the organization. In my opinion it is pity that only ESN is doing 
Social Erasmus, because this program is very helpful for natural environment and leave 
positive impression on inhabitants of Lisbon. As we can see, none of the organization has 
a Buddy system – that is where I see potential for improvement. 
I predict that these two competitors will try to reach the international students in the future 
as well. They will organize more events and parties in the following semesters. ESN will 
try to stay in the top of the student´s organization and still improve their services and 
products. Because all three organizations are offering almost the same services I think 
ELL should differentiate from them somehow. Placement in Portugal is already additional 
service that the competitors do not have but PiP doesn´t work correctly in the present 
moment so it is not enough to beat their competitors.  
After this analysis it is visible where ELL can improve their services to beat its 
competitors. ELL should pay attention more to the part Placement in Portugal, because 
none of the organization has a special organization that helps students to find internship. 
PiP could be their big strength in following years. I know from my own experience that 
most of the students are not coming to Portugal only for one time. ELL respectively PiP 
can take this fact as an advantage for the future.  
3.3.2. Analysis of customers 
Every year there are about five thousand of Erasmus students coming to Lisbon to make 
their exchange student´s program. Some of them stay one semester but most of them stays 
two semester. Except of these five thousand students there is another group of 
international students coming to Lisbon-about 10 000 students are coming from Brazil, 
Italy, Spain, Germany and others to finish their Master studies.  
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 Erasmus students 
This group of customers is the main target for the organization ELL. The Erasmus 
students are usually aged between 18 and 24. Most of the Erasmus students are from 
Poland, Spain, Italy, Germany and France. These students want the cheapest but fastest 
purchase. Most of them are going to buy first thing they will see during their first days in 
Lisbon. Most of them are participating in Welcome days, where they can get all the 
information about student´s organizations. These students return home and they speak 
with their friends who are thinking about their exchange program, so it is very important 
for ELL to have good evaluation from students that spent semester in Lisbon, because 
this “snow ball effect” could bring them more and more new students. 
 Master students, MB´s students in Lisbon 
International students that are coming to Lisbon to make their whole Master´s studies or 
other degree. They are 20-30 years old and they are staying for 2 years or longer in Lisbon. 
They do not have lot of time because of their studies, and they prefer calm place to live 
and more activities during weekend. These students are from Brazil, Spain, Italy or 
Germany and they are finishing their studies in Portuguese language, but in some faculties 
they have possibility to study in English as well. 
 Interns 
Group of people from 24-30 years old who are coming to Lisbon to work, to make their 
internships. Most of them are coming for more than 6 months and they have scholarship 
from their home universities. Some of the students are completing their studies and they 
need to make an internship for 6 months, but some of them are coming within the program 
Erasmus placement, which means they do not ask for any salary.  
This group of people is going to be in PiP interests and Place to Stay as well, because 
they are staying for several months in Lisbon. 
 Tourists 
ELL is also interested in tourists coming to Lisbon. Most of the people are from Spain, 
France or Italy and are aged between 20 and 60 years. These people need help, they need 
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to find hostels, bars, rent a car, and they want to go to parties and trips as well. ELL has 
lot of partnerships with hostels, car companies and they have parties almost every day.  
 Start-ups, companies 
These customers are important for Placement in Portugal. Every year there are more and 
more start-up) companies in Lisbon. The main company - Startup Lisboa was founded in 
2011 by the Lisbon Municipality, Bank Montepio and IAPMEI – Portuguese Agency for 
Competitiveness and Innovation IP. Startup Lisboa supports the creation of companies 
and track their first years of activity. They´ve opened and reconstructed three buildings 
in Lisbon's Center, two for technological and other for commerce and tourism.  
There are also lot of small companies which do not have their own HR department and 
they would like to have interns in their companies. 
ELL does not have too much information about their customers, basically they just know 
who they are. To get more know their customer I will propose questionnaire in my 
proposal parts. ELL needs to know their needs and opinions about ELL. PiP does not 
know about its customer as well- to improve this fact I will suggest them to participate in 
different cultural events such as exhibitions for Portuguese companies and start-ups.  
3.4. Analysis of macro-environment  
Now we will discuss the industrial branch as a whole. PEST analysis uncovers the details 
of the environment the company is surrounded by, from the political, legal, economic and 
social point of view. 
 Political environment 
Portugal is one of the oldest members of the European Union, as it became a part of the 
EU in the 1986, the same year Spain did. The membership of Portugal in the EU is more 
than important for Erasmus Life Lisboa, because thanks to this fact, international students 
are allowed to study and work in Portugal. From 2004-2013 we knew programme 
Erasmus Mundus, which was the first programme of the European Union, which was 
supporting collaboration and mobility in higher education. This programme was designed 
for a fixed period. Students could go to study abroad for all together 24 months per each 
cycle of study. 
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From 2014 European Union came up with new program Erasmus+, which established 
some new conditions for exchange programs. All the information about Erasmus can be 
found) on the web page of European commission www.ec.europa.eu. 
This Program, Erasmus+ is a program in the fields of education, training, youth and sport 
for the period 2014-2020. Education, training, youth and sport can make a major 
contribution to help tackle socio-economic changes, the key challenges that Europe will 
be facing until the end of the decade and to support the implementation of the Europe 
2020 strategy for growth, jobs, social equity and inclusion. 
The difference between the old program and new program, which affects ELL the most 
is the section Duration of activity: 
“The same student may participate in mobility periods totalling up to 12 months 
maximum per each cycle of study, independently from the number and type of mobility 
activities.” 
The fact that students can go to work abroad only 12 months together with Erasmus study 
program give them less opportunity to go work abroad, which gives less opportunity for 
Placement in Portugal. They have lost lot of potential interns last year due to this new 
condition in Erasmus+ program. 
All the information about Erasmus+ program and the previous Erasmus Mundus program 
can be found on the European commission pages www.ec.europa.eu. 
 Economic environment 
Portugal has experienced a financial crisis from 2010 to 2014, when it was unable to repay 
or refinance its government debt without the assistance of third parties. To prevent an 
insolvency situation in the debt crisis Portugal applied for bail-out programs and has 
drawn a cumulated €79.0 billion (as of November 2014) from the International Monetary 
Fund (IMF), the European Financial Stabilisation Mechanism (EFSM), and the European 
Financial Stability Facility (EFSF). 
Portugal is together with Greece, Cyprus and Ireland one of the countries with highest 
public debt in European Union. According to the website www.countryeconomy.com the 
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national public debt in Portugal increased by 4.231 million euros in the third quarter of 
2014 and is currently at 228.360 million. 
This figure assumes that the debt reached 131.40% of GDP in Portugal, while in the prior 
quarter (second quarter of 2014) it was at 129.40%. Sources of this information are 
business web sites countryeconom.com and tradingeconomics.com. 
Portugal has also a problem with unemployment, but compared to their Spanish neighbors 
(with 23,7% unemployment rate) Portugal doesn´t have that big problem, the 
unemployment rate in the 2014 was 13,4%. The web site www.countryeconom.com is 
saying that they expect this number will decrease during next year. Interesting for us is to 
look the unemployment rate for people less than 25 years old, which is 34,5%.  
Even if the situation does not look very positive for Portugal, the capital city is trying to 
recover their economy. During last year Lisbon became an incubator of new start-up 
companies (not only Portuguese ones), which helps to decrease unemployment of young 
people. Another prove symbolizing improvement of Portuguese economy is that credit 
rating agency - Moody´s has upgraded Portugal's government bond rating to Ba1 from 
Ba2. The outlook on the rating is stable from July 2014. 
The economic situation of Portugal could affect the tourism in Portugal. If the Portuguese 
crises will be deeper it may affect ELL in negative way as any other Portuguese company. 
 Social environment 
Very important characteristics concerning social environment is the fact that Portugal 
joined the European Union. Even though this fact might seem to be more of a political or 
economic argument, the social environment benefited from this membership a lot. The 
number of students is growing for more than 500 students per year. Last semester the 
number was about 6000 students plus 15 000 international students in Lisbon. This 
information comes from the Municipality of Lisbon, which has very good relation with 
ELL. 
The mobility of students is huge, since the beginning of the Erasmus mundus program in 
2004 the numbers of students are growing incredible fast, which just proves student´s 
interest in international experience and education. These growing numbers give more 
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opportunities for Erasmus Life Lisboa to expand their business. As I mentioned before, 
European Union came with new program Erasmus+, which could limit the students to go 
abroad for the second time. 
 Technological environment 
The key technological element for the organization is the Internet. Without the Internet 
the organization could not exist. The webpage of Erasmus life Lisboa is the main source 
of information for students about upcoming events. We can find registration forms, 
booking system and all contacts here as well. The biggest problem in terms of online 
presentation seems to be Placement in Portugal’s obsolete web page. The web pages are 
very simple, old and they are not organized very well. It would be very helpful to optimize 
their SEO – Search engine optimization, which could help them beat their competition. 
SEO is the process of affecting the visibility of a website in a search engine's "natural" or 
un-paid search results. In general, the earlier (or higher ranked on the search results page), 
and more frequently a site appears in the search results list, the more visitors it will receive 
from the search engine's users. Nowadays it is well known fact that when young people 
are looking for some information they “google it”, so if ELL found the way to improve 
their webpages with this optimization they could reach more students. 
In my proposal part I will suggest ELL to improve their SEO and to create new web page 
for Placement in Portugal. This step will help them to reach more students respectively 
companies and give them necessary information. 
3.5. Marketing mix  
Marketing mix is one of the most important parts of the marketing strategy. That´s why 
it is necessary to pay attention to Product, Price, Promotion and Place and analyze it as 
much as possible. ELL is a organization offering services as well so it is necessary to pay 
attention about another part of marketing mix- People. 
3.5.1. Product 
Product portfolio of Erasmus life Lisboa consists of services at the first place, but ELL 
also offers products. There are also services that are provided by themselves but via their 
partners. 
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 Services 
Erasmus Life Lisboa is offering mainly services for its customers – students in particular. 
There are different kinds of services in its portfolio. Each organization offers different 
services so I will speak about each organization separately. 
Erasmus Life Lisboa 
Trips - ELL is organizing trips around Portugal and Spain, for instance trip to Porto and 
Guimaraes, Trip to Algarve, Trip to Sevilla and Trip to Sintra 
Events - ELL is organizing parties 6 days per week in different clubs in Lisbon. Apart 
from the parties, ELL organizes also Karaoke nights, Fado dinners, Wine tasting etc. 
Sports activities - organizing of sports days - Football, Basketball matches, Surf 
weekends, Karts tournaments etc. 
Services provided by partners - surf classes, language courses, renting cars, Optimus - 
account and free SIM cards, bank accounts etc. 
Place to Stay 
Renting houses - Place to stay rents over 1200 houses for Erasmus and international 
students in Lisbon.  
Placement in Portugal 
Placement in Portugal has two different types of customers - companies and students. 
They offer paid services to the companies, they have to find them suitable candidate for 
process. To the students they offer help with finding job in Portugal, which is free of 
charge, but from last year they offer special packages, which include other services such 
as Airport Pick up, Housing support, Travel assistance, Trial Surf Class or Travel Guide. 
These packages have not been successful so far- there are only few students that have 
asked for on the package.  
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 Products 
ELL decided to sell also some promotional products. Nowadays they are selling T-shirts 
and Hoodies in their office. Hoodie has ELL logo on the front side and their motto “No 
Regrets” on the back side. T-shirt is blue and has the logo of ELL with the motto on the 
front side. Most of the students are buying T-shirts. ELL started to sell these products 
from last year and they have sold 300 pieces of T-shirts and hoodies together. 
Figure 10 Products of ELL (Source: Internal documents of ELL)  
 
T-shirts and hoodies are the only products for sale, although ELL is offering also some 
products for free - tourist´s guides, maps of Lisbon, Porto, Algarve, Metro maps of Lisbon 
and some other information guides. 
Place to Stay does not have any products to sell, only services. They rent houses only in 
Lisbon, they own some of the houses and some of them they rent from their partners. 
 ELL cards 
ELL card proves your membership in Erasmus Life Lisboa. It costs 10 € and it gives 
students discounts on all of ELL events and trips and also give them discounts in the 
services of ELL partners. It is valid for one year (two semesters) and only in Lisbon. We 
can see this card as a product but also as a coupon to use their or partner’s services.  
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Figure 11 Erasmus Life Lisboa card (Source: Internal documents of ELL) 
 
Placements in Portugal and Place to Stay don´t offer any kind of tangible product, just 
their services.  
In my proposal part I would like to add some additional services which will help them to 
differentiate their portfolio from the other student organizations. I suggest to offer 
students Buddy system, which will help them to know more their customers and get the 
trust of students. 
3.5.2. Price 
ELL offers different kinds of products and services in its parts, so I will analyze price 
separately for each part to achieve better understanding. 
Erasmus Life Lisboa 
Pricing strategy should be similar like in a typical market with competitors. They look at 
a list of events they plan to organize during current semester, based on the fact, if such an 
event was organized already in the past, the price is set considering the last semester of 
the price of the competitors. The ELL analyzes the costs of the event, and implements a 
margin on it. For the trips outside of Lisbon they settle the price considering Break Even 
Point. For instance the trip for 55 people, the Break Even Point is if they sell 35 seats, the 
rest is margin for them. For the trips that are in Lisbon, again they first count the costs for 
the students plus they put 10% extra, which will be their margin.  
One of the main ELL product is ELL card, which costs 10 € as other students cards. This 
price is established according to the price of the competitors. Students have always 
discounts with ELL card, it means that we can always find price with/without ELL card. 
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The aim of this price strategy is to make students purchase the ELL card. There are also 
special prices for early purchase (only on some events). 
I analyzed four different events of Erasmus Life Lisboa in more detail. First Karts event 
- sport event for one day, One day trip to Sintra - historical city close to Lisbon, the most 
traditional trip of ELL to Porto for 2 nights and a trip to Spain to Andalusian city Seville. 
These prices were set last semester and not to forget that these events were 100 % filled, 
so they were successful and ELL is planning to do this trip next semester as well. 
 
 
Table 3 Prices of ELL events and trips (Source: Internal documents of ELL) 
 Price with ELL card Price without ELL card 
Go kart Grand Prix 20 € 30 € 
Trip to Sintra 15 € 17 € 
Trip to Porto (2 nights) 78 € 90 € 
Trip to Seville, Spain (3 
nights) 
100 € 125 € 
From the table above we can see big differences between the prices with card and without 
card. Lot of students that are coming to ELL office are motivated to buy  ELL card to get 
cheaper price for trips. 
The prices for the promotional products of ELL are: 
ELL Blue T-shirt 8 € 
ELL Blue Hoodie 16 € 
These prices are again settled down according to the prices of their competitors. ESN is 
selling hoodie for 16 € as well.  
In the beginning of the semester ELL organizes Welcome Week, where most of the events 
and sport activities are for free. They are trying to get students loyalty for the whole 
semester by this strategy. 
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Placement in Portugal  
PiP has different prices for companies and for students. Information about prices is 
available on their web site www.placementinportugal.com. The prices for companies are 
not to be found there, so all these information are from internal sources, based on my 
internship. 
They set the price list for companies depending on internship duration. If they want a 
student for three months they pay 75 €, for 4 to 6 months they will pay 150 € and up to 
12 months 300 €. In last two years most of the interns stayed for 6 months. If company 
requires a direct interview with student they have to pay an extra 25 €, which are 
discounted from the final value of the allocation. Curricular requirement could be students 
with three languages, students of architecture, some specializations etc. 
Figure 12 Price list of PiP- companies (Source: Internal documents of PiP) 
 
I think these prices are corresponding to the quality of the services and I would not suggest 
to change them.  
As we mentioned above services for students are free of charge, but students can use some 
of the special packages of PiP, including additional services to help them in the first days 
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in Portugal. Here is the table of special packages of PiP from FREE Pack up to VIP Pack 
for 340 €. 
Figure 13 Price list of PiP- students (Source: placementinportugal.com) 
 
It´s important to mention that this new package system is not working very well 
nowadays. Most of the students do not ask for additional services from Placement in 
Portugal. I think the reason is that basically all these services are provided by ELL-for 
free (housing support, SIM card etc.).  
Place to Stay  
Place to stay has different prices according to the flat area and location. Obviously, the 
most expensive flats are in the centre of Lisbon (Bairro Alto, Marques Pombal, Rato) or 
close to the universities. Some of the houses are partner´s houses, so the price is set 
according to the partner´s price. The prices are from 250 € to 600 € per month for one 
single room. These prices are higher than is the average in Lisbon, Place to Stay is 
profiting from the fact that international students can´t speak Portuguese and can´t search 
and book rooms on Portuguese web pages. 
3.5.3. Promotion 
ELL uses lot of promotion techniques. It is very important to have good promotion 
strategy and use effectively promotion tools for this company. They don´t pay enough 
attention to Placement in Portugal, where I found lot of weaknesses. 
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As a main communication channel they have selected the Internet and social networks. 
All young people are using social network such as Facebook, Instagram or LinkedIn so 
they are informed about new events, discounts, jobs every day thanks to the Internet. 
An important decision for this small student organization is to establish the budget. For 
last year they established these for separate parts of ELL: 
1) Erasmus Life Lisboa - needs lot of promotions, every semester they need to print 
new brochure, with new welcome week list, coupons for bars, posters for trips etc. 
TOTAL BUDGET:  15 000 € / year 
2) Placement in Portugal - the promotion of PiP is on a very low level, they have 
old brochure, and only few business cards for business meetings 
TOTAL BUDGET: 2 000 € / year 
3) Place to Stay: the manager says that Place to Stay does not need promotion, so 
they do not have budget for this part of organization 
Now when I know the total budget for one semester, I can introduce their communication 
mix. 
 Advertising 
All three parts have slightly different advertising, so I will concentrate to ELL because 
the other two organizations don´t use this tool. 
Erasmus Life Lisboa 
ELL is a student organization, which means that its budget for promotion is not that big. 
Despite this, you can find some posters and flyers around Lisbon, especially in the center. 
ELL is making Welcome Kits every semester - brochure about ELL, what they do and 
what events they do during Welcome week. Welcome week is the first week of the 
semester when all international students have informational meetings at Universities. In 
the Figure 14 you can find the flyer of the Welcome week for the spring semester 2015. 
This flyer could be found in the Welcome kit, in the Universities during Welcome days, 
around Erasmus corner in Bairro Alto, close to the ELL office and also around bars and 
clubs in Lisbon.  
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I consider this advertising tools as sufficient. Erasmus students usually does not have 
television, so there is no need for commercial in television. 
Figure 14 Welcome week flyer spring 2015 (Source: Internal documents of ELL) 
 
ELL can´t afford any commercials in television or radio, but anyway, it could be pointless 
because most of the Erasmus students don´t listen to Portuguese radio or TV. 
Placement in Portugal, Place to stay 
Promotion for other two parts of ELL - Place to Stay and Placement in Portugal is very 
weak - they do not use advertising as a marketing tool. 
 Sales promotion 
Erasmus Life Lisboa 
ELL offers students coupons for various clubs and bars, usually free entrance, 1+1 beers, 
shots and similar coupons. We can consider all discounts that students have among ELL 
partners as a sales promotion as well - surfing classes, language course etc.  
Even whole Welcome week could be considered as a part of the sales promotion. Most 
of the events, trips and parties are free of charge so students can join them without paying 
any fees. This should bring more students to the organization during semester.  
Placement in Portugal, Place to stay 
They don´t use sales promotion as a marketing tool. 
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 Personal selling  
Erasmus Life Lisboa 
ELL I is using personal selling daily in their office. Most of the students are coming to 
the office and ELL members are offering them trips and events.  
The position of their office gives them an advantage - it is in the center of Lisbon in Bairro 
Alto. It is very strategic place, because all young people are coming there, and also lot of 
tourists are passing through Bairro Alto. When they come to the office, they can get 
information about Lisbon, free maps, metro maps and some flyers. The employees start 
the promotion of all their events straight after they give useful information - they get 
people´s trust and it is easier to sell some of their products or services. 
 Placement in Portugal 
PiP does not use this kind of marketing tool. Nevertheless I think it is important to 
implement this tool in their marketing mix, start to go personally to Portuguese companies 
and Start-ups. I will propose this change in my proposal part in the following text. 
 Public relations 
The relation between organization and public is very important. Lisbon is cultural city, 
with lot of exhibitions and other cultural events. Until now ELL does not participate in 
any of these exhibitions. They do not promote their organization, especially for Placement 
in Portugal this could be one of the best way how let people know about themselves. 
 I will propose to both ELL and PiP to promote themselves in several exhibitions. I see in 
that communication tool big place for improvement. Especially for PiP is important to 
participate in exhibitions where they will meet with other Portuguese companies and 
potential customers. 
 Direct marketing 
Erasmus life Lisboa 
Erasmus Life Lisboa uses also direct marketing. Every month ELL sends also a News 
Letter via email to all students that made registration on their web page. They inform 
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them about new upcoming events and trips. ELL has wide network of contacts of students 
from last years as well, which can help PiP to contact students considering new 
internships in Lisbon. ELL is sending also SMS to students reminding them new events 
are coming in following days. 
From my opinion this direct marketing in this case is in good level. Students, especially 
the Erasmus students need to receive notifications about upcoming events to do not forget 
about them. 
Placement in Portugal   
Placement in Portugal is using direct marketing as well. They are sending emails to the 
companies and start-ups, some of them are approached by phone as well. During my 
internship I was usually sending presentation of PiP and an official offer for the 
companies.  
I would say that this is not enough to get partnership with companies. From my opinion 
the first contact with customers should be personally during exhibitions or in the 
headquarters of the company. 
 Communication through the Internet 
Even if the Internet is not in the communication mix, it is one of the most important tools 
for student organizations. It is so important because ELL as well as other organizations 
are for young people – so they promote all their events and services via the Internet - 
ELL, PiP and Place to Stay have their own web pages, and Facebook pages where they 
inform students every day about upcoming events, trips, promotions, new flats or new job 
opportunities. Student also register for the events on the Internet or as about Place to Stay, 
they are booking their future houses. 
3.5.4. Place 
ELL and all its parts offering services, which are produces and consumed at the same 
time. They are using both, direct and indirect channels. Indirect channel through their 
partners- for instance surf classes are provided by surf schools. 
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André Martins considers their placing as unique. Instead of placing everywhere, he 
prefers people come to one specific place - to their office, to Erasmus corner. As I 
mentioned before, their office is in Bairro Alto, in the center of Lisbon. This could be 
considered as their strength as I mentioned before, but could be also annoying for some 
students. They promote their services and products via universities, clubs, bars and 
hostels in Lisbon, but if students want to get to their events or buy hoodies they always 
have to come to ELL office. 
Placement in Portugal sells their services via PiP internet pages, where companies make 
registration. All communication is done by emails or phone calls, invoices are usually 
sent by email as well. All these facts mean they are providing services by they own, 
without necessity of an agent. 
Place to Stay is working on similar principles as these two organizations. Students can 
make a booking of the house and pay by bank transfer. For those who come straight to 
Lisbon, they come to the office, where they will find all information about free houses in 
Lisbon. 
3.5.5. People, Processes 
We have to realize that ELL and all its parts are basically offering services. It is important 
to pay attention about People- its employees and process. Most of the employees in ELL 
are interns, which means young people. It is necessary to motivate them to work harder, 
because they are the one that are providing customers with services. The recruitment 
process to hire new employee is through Skype interview. From my own experience I 
know that for internship in Placement in Portugal student does not need any knowledge 
or experiences. The training of new interns is very short and give them only brief 
information about company. Basically it depends on each intern how much they want to 
participate.  
From my opinion ELL should choose their interns more carefully and give them an 
unnecessary training which will help them to understand all their tasks.  
3.6. Identifying segments and targets, positioning 
Erasmus Life Lisboa as a student organization has very specific market. They are using 
demographical segmentation. We can say that their target market is young people from 
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18 to 30 years old. Because ELL has three different parts of organization they have also 
three different target markets: 
Erasmus Life Lisboa 
Erasmus life Lisboa chose geographical and demographical segmentation, which is very 
obvious from the beginning. Their target market are international students that are going 
to study in Lisbon. International students from the age of 18 up to 25 we can say.  
Placement in Portugal 
Segmentation is also geographical and demographical. Target market for PiP is a little bit 
different then for ELL, they are targeting the group of people from 20 to 30 years old, 
students that have already done their Erasmus studies, and their potential students are in 
whole Portugal. As for the other side - companies, they target small, start-up companies, 
without their own HR department, and for now, maybe unfortunately they focus only on 
companies in Lisbon. 
Place to Stay 
Place to Stay chose geographical and demographical segmentation. Their target market 
is bigger, they provide accommodation for all international students from 18 to 25 years 
old. They are offering Erasmus houses, where students meet people from different 
countries, which is attractive for them. 
Now when I described who is the target, I can speak about positioning. The brand ELL is 
quite new in the market, which means it doesn´t have the tradition yet. The differentiation 
point from the competitors is the frequency of events and parties. ELL is making parties 
six times per week and two big trips per month. This is one of the main reason why 
students should buy ELL card and not the other student cards. This is the way in which 
we can understand the positioning of ELL. 
3.7. SWOT analysis 
In this chapter I will analyze the company´s strengths, weaknesses, opportunities and 
threats for the organization. As indicated in the theoretical part, SWOT analysis shows 
the areas we can lean on or we have to beat up. The individual points in the analysis can 
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be supported by economic or other research or can just come out of comparative analysis 
of non-economical points (critical to success or to avoiding failure) in order to implement 
solution to them in my proposal part. 
Strengths and weaknesses describe internal features appearing in the company and 
limiting or on the other hand broadening organization´s domain. 
STRENGTHS 
 Good connections with City Hall of Lisbon 
 Lot of events during semester - some of them exclusive 
 Lot of houses to rent 
 Office in the center of Lisbon - Erasmus corner - became well known meeting 
point for Erasmus people 
 Partnership with the best clubs and bars in Lisbon 
 Parties six days per week 
From my point of view the biggest strength of ELL is in good connection with the City 
Hall of Lisbon. They get lot of important information from there and they get much more 
contacts through City Hall. ELL should try to keep this good relation in the future. 
ELL is differentiated from other student organizations in the amount of parties and events 
during semester. They are offering students more of events every new semester and they 
are still trying to improve their services and come up with new ideas and new places for 
visit. 
Place to Stay gets more and more flats to rent every semester as well. They should 
continue with this growing trend in the future. 
WEAKNESSES 
 Bad communication with some universities and hostels 
 Most of the employees are interns - amateurs 
 New students organization 
 They do not have any feedback from students 
 Small size of the organization, not stable employees 
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 They do not sell ELL cards during Welcome days 
 PiP - Just few partnerships with companies 
 PiP - Only one or two matches per month (match= to connect student with the 
vacancy in the company) 
 PiP – the package deals (“pack system”) with additional services for students 
without success - students do not buy it 
 PiP - poor web pages 
 
As you can see, most of the weak points are in the organization PiP. During my internship 
I found out how difficult it is to offer partnership to companies - they do not believe that 
they can have employees for “free”. PiP has a partnership with 50 companies but they 
have a database of more than 5 000 students. This imbalance is one of the key problem 
of PiP- they are not able to make a match. 
As another weakness I consider their poor web pages. The information on web page are 
not good visible and all design of the web page is very poor. The suggestion from my side 
is very simple- make a new web page with interesting design, which will correspondent 
with other ELL pages. 
ELL has the office in the center of Lisbon - in Erasmus corner. They are participating on 
a lot of Welcome days, but they only give information to the students and they do not sell 
them their cards, T-shirts or hoodies. The manager says: ”We want students to come to 
our office, so we have personal contact with them and we can offer them more events and 
products by ourselves.” I think this could be taken as strength, but also as a weakness 
because Erasmus students that came to a new city, do not know anything, they want to 
have everything from the first moment and they do not have time to go to the center again 
to buy “some cards”. 
Now we move to external indicators of SWOT analysis - Opportunities and Threats. In 
the general macro-environment analysis we have pointed out some characteristics of 
today´s environment in Portugal. Here, we will discuss shortly those features which can 
be associated directly with the analyzed organization.                
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OPPORTUNITIES 
 Member of European Union 
 Erasmus +, new program of European Union 
 Increasing interest among students about Erasmus and Erasmus placement 
 Continual technological development 
 Growth of Portuguese economy 
 Touristic city, support from Municipality of Lisbon 
 Start-up companies 
 Cultural environment in Lisbon - Festivals and other cultural events 
 Participating in exhibitions - for students and graduated students 
Portugal is a member of the European Union from 1986 and that´s why Portugal is one 
of the European countries which follows the Erasmus programs. The first program 
Erasmus Mundus started in 2004 and finished in 2013. Portugal became a part of the new 
program of European commission in 2014: Erasmus +. This program gives opportunities 
to students from different countries to study and work in Portugal. This fact is one of the 
biggest opportunity for all organizations in ELL. Because of EU, Erasmus life Lisboa has 
still more and more international students, who need accommodation and help in Lisbon. 
Important fact for Placement in Portugal is that European Union provides students with a 
grant during their internship abroad.  
Most of people think that all southern countries are in big economic crisis and that there 
are no vacancies for young students. This general opinion could be misleading in the case 
of Portugal. Lisbon is trying to recover from the economic crisis from the last years. 
Municipality of Lisbon is doing great job in promotion of their city, so every year the 
number of tourists is growing and Lisbon is becoming one of the most favorite tourist 
destinations in Europe. This is one of the reasons why the number of international students 
is increasing year by year. Lisbon is very cultural city, especially during spring and 
summer, when you can find a festival, concert, exhibition or sport event every day. The 
unemployment rate is getting lower and lower and Lisbon is an incubator of new start-
ups which give new work opportunities, especially for young people. Placement in 
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Portugal should try to make a partnership with these startups, because they are looking 
exactly for these kind of services, they just do not know about each other yet. 
 
THREATS 
 Very strong competitors - ESN and EL - pushing prices and margin lower 
 Portuguese financial crisis 
 Debt crisis 
 Threats of higher taxes in Portugal 
 New Erasmus + program 
As a big threat I consider the new program of the European Commission - Erasmus +. 
Even if it may look way better then old Erasmus Mundus Program, there is one big 
difference important for Placement in Portugal. As I mentioned before, the same student 
may participate in mobility periods up to 12 months maximum per each cycle of study, 
independently from the number and type of mobility activities. 
As about the economic environment, Portugal has huge national debt and was forced to 
apply for bailout programs in 2010 from Troika. If the financial crisis continues in the 
future, Portugal will have to increase taxes which would mean that ELL will have to set 
different prices for their services.   
SWOT analysis points out factors both outside and inside which could change company´s 
situation in the future. For my proposal part of the thesis it is necessary to take the most 
important ones and propose some changes in the marketing tools and ways how to apply 
them. 
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4. Marketing strategy proposal 
In the analytical part I was trying to describe the situation of Erasmus Life Lisboa. ELL 
is a new organization and until now they have been successful because they were able to 
fully fill their trips and to rent their houses, but I think there are still some parts that can 
work much better if the appropriate marketing tools would be used.  
After the analysis of the organization I have the impression that they do not have good 
marketing strategy. As André Martins said: “Our strategy is to bring more people in 
future to ELL, rent more houses and get more contacts with companies.” I will try to 
propose another marketing strategy in the following part. 
My proposals will be based on the SWOT analysis. This analysis showed up some 
weaknesses and threats, and according to my opinion, some of the weaknesses could be 
easily eliminated. I consider Placement in Portugal (PiP) the weakest part of the whole 
ELL. The main reason why PiP does not work properly is the fact that they have a 
database of more than 5000 students who are willing to work in Portugal, but only 50 
companies that are offering vacancies for them. Based on my own experience during my 
internship, I have proposed process to improve their communication mix. The main 
problem of PiP is their poor web page that is missing updated information about services 
and prices. PiP did not have their own promotional materials such as flyers or posters, so 
it was difficult for students and companies to find something about this organization. 
They are not participating in any exhibitions in Lisbon, which could bring them much 
more customers. Another crucial problem is their direct marketing as most of the 
companies do not have time to read emails from unknown organization. I recommended 
them to change this direct marketing to personal marketing. 
I think it is important for the organization to know what students are like and what is their 
opinion, to know what they can improve.  
One of the most important part of my proposal will be a questionnaire for students. These 
feedback forms will be handed out on ELL trip to Porto on the way back, so they can 
evaluate ELL services and their satisfaction. I will make the analysis of all questions and 
their answers from students to show the usefulness, quality and coherence of my 
proposals- getting feedbacks from students. 
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I think ELL can improve their promotion as well, I will suggest some additional 
promotional products. It is important for ELL to differ from their competitors. I propose 
to add a Buddy system and a pick up system, which is not fully included in the other 
student´s organization.  
4.1. Marketing Strategy 
I would suggest a marketing strategy based on differentiated products and services from 
competitors. As I mentioned before, ELL has competitors in the market, who are even 
doing the same events and selling very similar products, so it is little bit difficult for 
students to recognize the differences between them. ELL should try to give something 
special to students, some additional services that will differentiate them from other 
student´s organization. I also suggest them to pay more attention to the Placement in 
Portugal and again improve their services and their promotion.  
I suggest following objectives for ELL: to bring more students (more members with ELL 
card), to continue with their 100% success rate of the events  which  cause the “snow ball 
effect” and bring more students in the future. Other important objective is a creation of 
better relations with customers, to get to know their behavior and needs. Creation of a 
new Buddy system in the following year and promotion among students could be other 
objective. This Buddy system should work perfectly until the end of next academic year. 
The objectives for PiP - they should contacts more universities and their international 
coordinators, get more contacts of companies, especially start-ups, to have more 
vacancies for students. My proposed objective for PiP is to match 10 students with 
vacancies per month, which will increase their profits.  I suggest improvement of their 
communication mix, based on advertising and public relations tools. 
The last organization - Place to Stay should have a goal to rent all of their houses, and 
still continue to get more partnerships with landlords to get more houses to rent for 
students.  
4.2. Strategy of the marketing mix 
As I said in the beginning of my thesis, I will concentrate my proposal part especially on 
the changes in marketing mix. I will pay more attention to Erasmus Life Lisboa and 
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Placement in Portugal where I suggested more changes. My proposals are based mainly 
on SWOT analysis and ELL weaknesses which I found in the analysis. 
4.2.1. Product 
To organize better the next text I will again speak separately about each organization. 
 Erasmus Life Lisboa 
ELL organizes parties six days per week as the only student´s organization in Lisbon. 
This fact represents a big advantage over the competitors. They are doing also lot of 
events during semester, usually two events during week plus one or two big trips per 
month. I think this number is enough for Erasmus students, because we have to take into 
account that students have just limited budget for their stay in Lisbon, so they can´t handle 
more events. 
I found as a weak point the fact they did not have Buddy system until this semester. Buddy 
system is a service for a student, where each student can have their own “buddy”, who 
can help him with everyday problems. This system is very successful in other 
organizations around Europe. I suggest ELL to make special web page, where student can 
make registration before he/she comes to Lisbon, with basic information - where he is 
going to study, when he is coming and where he will live in Lisbon. Students could choose 
if they want a buddy or if they just want a pick up at the airport, bus station etc. From my 
own experience, I know how difficult and stressful it is to come alone to another country 
and unknown city. If an ELL member will come to pick up student at the airport, he can 
start a conversation about the city, universities and night life, take him to his new house, 
and then give him an advice to visit ELL office and get the ELL card. This additional 
service is going to differentiate ELL from their competitors and help them to have good 
relation with students. 
One of the objectives of the manager of the organization is the “snow ball effect”, to have 
the feedback from students when they come back to their homes, spread the word among 
their friends as positive references. To achieve this goal, ELL has to offer good services 
in the first place. Apart of this I suggest to offer something that the Erasmus student will 
remember after coming back home. From the experience gained in International student 
club in Brno I suggest to sell students at their last Erasmus good bye party white T-shirts 
72 
 
with simple logo ELL in the right corner. During Goodbye party people will sign this T-
shirts and write something for their friends. This T-shirt will be a souvenir from their 
Erasmus. Last semester ELL was selling this kind of white T-shirts but just simple one, 
without their logo.  
Here is my suggestion, how the ELL Goodbye T-shirt may look like. 
Figure 15 ELL Goodbye T-shirt 
  
This T-shirt costs 3 €, if ELL orders more than 1000 of them. I presume this price would 
be valid and T-shirts bought from the same supplier as the hoodies and ELL blue T-shirts. 
I suggest to buy 2000 T-shirts for the next semester. These T-shirts will be sold for 5 € 
during the Goodbye party. 
 Placement in Portugal 
Placement in Portugal offers free service to students, which is in my opinion a good idea, 
but I suggest to offer special service: Urgent process. In case a student is in a hurry to 
find an internship or he has a deadline, he could always apply for an urgent process 
through PiP web page and they will match him in 3 weeks. In case there is no suitable 
match for the student, they will refund him within 5 working days.  
 Place to Stay 
Place to stay has very specific kind of service, renting house, which I would not change, 
I do not see any reason to expand their services in the next few years. Place to Stay offers 
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an additional service to students - before they rent a house, they offer personal visit of the 
house for students, so student can decide after the visit if they will accept the house or 
not. 
4.2.2. Price 
The prices for all the services and trips are set well from my point of view. I will set prices 
for new the product and services I suggested in the previous part. 
 Erasmus Life Lisboa 
The prices of the ELL card are not changeable, because the competitors are pushing the 
prices down, and all the students organization have the membership cards for 10 €. ELL 
sets the prices of the events a little bit high, but considering how full are the events and 
trips (100% each event) I would not change them.  
The new suggested Buddy system would be free of charge for students. The only 
necessary step, would be to find more volunteers that are willing to spend some time with 
Erasmus students and help them with everyday problems.  
As I mentioned before, I suggest selling the new ELL white T-shirt for 5 €, I think it is 
an acceptable price for students in order to have souvenir from their Erasmus in Lisbon. 
With this price ELL can make a profit 2 € per T-shirt.  
 Placement in Portugal 
The prices for companies are acceptable, if I take into account that company is not obliged 
to pay intern for the work in the company. I suggest keeping these prices, until now 
companies haven´t had problem with the price list. 
I came up with the idea of Urgent process for students that are in a hurry and need to find 
job in 3 weeks. This service has a fee of 50 €, and it is 100% refundable if they are not 
able to match the student with up to three alternatives in the period described above. 
 Place to stay 
The prices of the rooms in Lisbon are higher compared to other rooms offered by 
Portuguese companies. There are several web pages, where you can find a room for rent 
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and usually the prices are 100 € and cheaper, but the houses are older and the Portuguese 
people usually live here. I would keep this prices of the rooms, because until now, every 
semester Place to Stay rented all of their houses. The reason is very simple, students prefer 
to live in Erasmus houses with international people, because most of them can´t speak 
Portuguese and they want to meet people from different countries, even if it costs little 
bit more.  
4.2.3. Promotion 
ELL is quite new organization in the market so it is necessary to improve their promotion. 
I suggest to enlarge their promotional activities, even if they will have to enlarge their 
budget for promotion. 
 Erasmus Life Lisboa 
Erasmus Life Lisboa has quite big budget for promotion. There are still some areas where 
they can improve their promotion. As I mentioned before ELL has a budget of 15 000 € 
which could be enough for two semesters. I suggest these promotional tools: 
Public relations 
Presentation on Welcome Days - ELL is presenting itself in Welcome days but they do 
not participate in all of them. The participation is free of charge. I think they should 
participate in all Welcome days of all faculties in Lisbon, because the first day at 
university is important for students. Most of the students participate in Welcome days and 
they expect to get some information. I think ELL should start selling their ELL cards 
during Welcome days. Until now they prefer not to sell them during official Welcome 
days in the faculties and they prefer students come straight to their office in Erasmus 
corner. This doesn´t have to be a bad idea, but I think that most of the students are lazy 
to go to the ELL office and they will buy cards from the competitors, because it´s the 
same price and they do not see the difference.  
Presentation on Festivals - Lisbon is a cultural city and ELL should take an advantage 
from it. There are several festivals where I suggest to present their services to students: 
Optimus Alive, Super Bock Super Rock 2015 or Rock in Rio. ELL has their own stand 
and posters so there is no need to buy a new one. The prices for the stands are from  
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2000 € for whole 4-5 days festival. 
 Placement in Portugal 
The promotion of Placement in Portugal was done only on the Internet and social 
networks such as Facebook till last year. During first month of my internship I found out 
that this kind of promotion is not the enough for PiP and I proposed some changes to the 
owner in the promotion mix. 
Advertising 
Placement in Portugal was established in 2012 and until summer 2014 they did not have 
their own promotional materials such as flyers. As I was the only intern during summer 
in PiP, my main task was to improve the marketing. I proposed to make new flyers and 
this idea was supported by the owners and we started creating the design of the new flyers. 
The idea was to distribute them in the Universities, together with promotional materials 
of ELL. In the Figure 16 you can see the PiP flyer from the front and back side.  
Figure 16 New flyer for Placement in Portugal (Source: internal documents of PiP) 
 
PiP ordered 2000 pieces of flyers and the total cost of the flyers was 100 €. 
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We started to make a research about companies and Start-ups in Lisbon and we found out 
that there is a huge number of new international companies in Lisbon. This was big 
opportunity for organization to start to go to companies and “knock the doors”, speak 
with managers or HR departments and try to explain how does  PiP work. This step was 
successful and PiP got much more contacts and partners. After the personal meetings it 
was necessary to prepare a presentation about PiP, which we sent to the companies 
straight after the business meetings.  
Public relations 
Lisbon is a cultural city, where you can find some festival, exhibition and other cultural 
or sport event every week. Placement in Portugal does not participate in any of these 
events and their Public Relations have not been developed yet. I found several exhibitions 
where they can present themselves. These exhibitions are taking place not only in Lisbon, 
but all around Portugal. It is important for PiP to participate in these exhibitions, because 
most of the visitors are students, which is PiP target market. These fairs are exhibitions 
of Portuguese companies and Start-ups that are offering vacancies for young students, so 
PiP can reach their main target there and try to make a partnership through these events. 
I suggest participation in these exhibitions: 
Qualifica em Porto – Fair of Education, Training, Youth and Employment, this year will 
take place in Porto from 9th to 12th April, the price per stand for exhibitors is 70 €/day. 
More about prices and participants on www.qualifica.exponor.pt. 
Futuralia, Oferta Educativa, Formação e Empregabilidade - the largest Education, 
Training and Employability Fair in Portugal, attended by more than 400 public and 
private organization and other institutions from education, training and employment 
sector, who intend to show their offers for high education, advanced training and 
qualifications. The participation in this exhibition will announce their offers, make the 
company well-known and strengthen the organization’s image by means of extensive 
media coverage throughout the exhibition. PiP could also identify and attract students, 
because their services are not only for international people, but some of the companies 
are seeking for Portuguese speaking people. The price for stand is 548,24 € for the 4m2 
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Stands. The whole price list and other information about this exhibition can be found on 
www.futuralia.pt. 
Careerweek ISCTE Business School - ISCTE is an economic faculty in Lisbon, which 
offers various fields of studies in English and Portuguese. They really care about the 
future career of their students and have their own Career service department. They 
organize a week dedicated exclusively to the reporting of professional experiences by 
former students of ISCTE Business School. 
Personal selling 
Personal selling is connected with the idea of new promotional materials. I suggest to go 
straight to companies and Start-ups to explain and offer them PiP services. Flyers were 
very useful for these meetings, as the companies receive all information they need. 
All three parties of ELL promote their products via Internet and social networks. That´s 
why I find it important to improve their online communication. 
 
Internet communication 
ELL is profiting from the fact that young people are using social networks and they are 
very active on their Facebook pages, where they post some new offer, interesting articles 
or videos about Lisbon every day. From my point of view their activity is more than 
enough. What I suggest is to improve their SEO - Search engine optimization. SEO affects 
the way how search engines work, what people search for, what are the actual search 
terms or keywords typed into search engines and which search engines their targeted 
audience prefers. Most of students are trying to find information about Erasmus in Lisbon 
before they even come to Lisbon and usually use Google for the first research. With SEO 
they will see links for ELL as the first link, and they will visit them as a first student´s 
organization. The same if they type in Google Internship in Portugal, or room to rent in 
Lisbon. 
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I found the web pages of Placement in Portugal very obsolete and I suggested improving 
them. The only thing necessary is to open new vacancy for IT students. The interns will 
have only one task - to make better organized web page for PiP. 
4.2.4. People 
The fact that ELL is owned by volunteers could be advantage for the organization, 
because they do not have to give them any salary. But on the other hand, it could lead to 
kind of amateurism. What I propose is to pay more attention to the recruitment and hire 
only students that will prove real interest about work for student organization. Important 
step is to give students and appropriately training.  
ELL is offering services that are provided by people. This means they should care a lot 
about their employees. ELL is organizing several teambuilding and common events so I 
suggest to continue with them.  
4.3. Feedback from student 
 From my own experience gained in International student´s club in Brno I think the 
feedback from students is more than important, without it we don’t know if students were 
satisfied with the service or not. ELL has an opportunity to give students short 
questionnaire on the way back from the trip on the bus, or eventually on the Facebook 
event page. I suggest feedback with 10 questions asking mainly about satisfaction with 
services, price and if they have some recommendation for ELL. I am trying to find how 
they got know about ELL by this questionnaire to find out which marketing tool is the 
most successful one.  
With this last proposal I want to show the necessity of some of my previous proposals.  
I chose to make an anonymous feedback questionnaire because I think students will be 
not worried about the answers and they will write their real opinion about ELL. 
From my opinion is important to analyse customers in marketing and questionnaire is one 
of the most effective tools in the case of this student organization. ELL can find their 
weaknesses as well as strengths and based on them they can improve their services. 
Here is an example of feedback questionnaire: 
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Figure 17 Feedback for students 
 
I suggested this feedback questionnaire to André Martins and in the end he agreed to use 
this questionnaire after their first big trip on spring semester - trip to Porto. This trip took 
place on the weekend 6.3.-8.3.2015 and ELL sold 105 places. In the following text I will 
analyse this trip and the feedbacks from students. 
Trip to Porto 6.3.-8.3.2015 
Trip to Porto and Guimarães is the traditional trip of ELL in the beginning of each 
semester. This trip includes: 
– Transportation to all cities (Lisbon – Porto – Guimarães – Lisbon) by chartered buses; 
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– Accommodation for 2 nights (room type may vary); 
– 2 all you can drink and eat dinners, 
– Visit of a Porto wine cellar with wine tasting; 
– Boat tour on Douro river; 
– Entrance to Guimarães castle; 
– Entrance to 2 parties (Friday and Saturday); 
– Walking Tour (by ELL staff members) in Porto 
Total price for ELL members was 78 €, without ELL card 90 €. Here we can see again 
big difference in the prices. These prices are taken from ELL web pages. 
ELL sold all 105 places (two full buses of 55 seats, plus 5 members of ELL). 
The questionnaire was given to students on the bus during the way back from Porto to 
Lisbon, total number of students that responded was 105. Here is the analysis of the 
responses. 
1) Are you a member of Erasmus Life Lisboa?  
First question was asking about the membership in ELL. The prices with and without 
ELL card make a 12 € difference, nevertheless there were 19 students that did not have 
ELL card. 
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Figure 18 Question 1: Are you a member of ELL? 
 
We can see that 82 % of students had an ELL card, which I think is not satisfying. ELL 
should improve their promotion of the different prices with and without card. I suggest to 
mention the difference in the prices on their web page and Facebook page more visible. 
2) Did you buy ELL card because of the trip? 
It is important for ELL to know, if students had bought the card before the trip or simply 
because of the trip. 68 people bought the card because of the trip. Trip to Porto was the 
first trip of ELL in the spring semester, that´s why most of them bought it because of the 
trip. From the rest of 37 students, 19 don´t have the card and the rest bought the card 
during their first days in Lisbon.  
Figure 19 Question 2: Did you buy ELL card because of the trip? 
 
82%
18%
Are you a member of ELL?
ELL member
without ELL card
65%
35%
Did you buy ELL card because of 
the trip?
yes
no (without ELL card,
bought card before)
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The answers from this question are not very meaningful, because it was the first trip of 
the semester, so most of the students bought the card because of the trip. However we can 
say that the fact ELL doesn´t sell cards during Welcome days has caused these low 
numbers. The selling of ELL cards during Welcome days will bring more members of 
ELL since the beginning of the semester. 
3) Have you visited ELL web page? How did you find it? 
With this question I wanted to find out how does the internet promotion work, and how 
students get to know about ELL. 90 students have already visited ELL pages, the rest 
answered no, only the Facebook pages. This number is acceptable, but I think with better 
SEO all of the students will visit Erasmus life Lisboa page as a first student´s 
organization. 
Figure 20 Question 3: Have you visited ELL web page? 
 
Another question was how did they find ELL? Some of the students forgot to answer this 
question. 80% of students found the pages via Facebook and the rest with Google. This 
just confirms my conclusion and the necessity of SEO improvement. 
4) How did you hear about ELL for the first time? 
The question is connected with the previous one. Here, I wanted to find out how worthy 
is the participation on Welcome days or feedbacks from ex Erasmus students. 
90%
10%
Have you visited ELL web page?
yes
no(or only Facebook
pages)
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Figure 21 Question 4: How did you hear about ELL for the first time? 
 
From the graph we can see that most of the students get know about ELL on Facebook. 
From these results it is visible that ELL should improve SEO and visit more Welcome 
days in universities. 
5) How many people from ELL do you know? 
Because ELL is offering services, the factor of People is more than important. ELL should 
try to make friendly relations with students and help them with everything.  
Figure 22 Question 5: How many people from ELL do you know? 
 
There were 2 people on the trip that answered they did not know anybody from ELL, 
which is weird because there were five members of ELL on the trip. This number is very 
37%
30%
8%
25%
How did you hear about ELL for 
the first time?
Facebook
Welcome days
Friends
Internet
2%
37%
48%
13%
How many ELL members do you 
know?
No one
Less than 2 members
From 2-5 members
More than 5 members
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small, but anyway it means that some students did not make any relation to ELL members. 
48% of students know from 2-5 people from ELL and13% of students that participated 
on the trip know more than 5 people from ELL. These numbers can grow if ELL starts 
with my suggested Buddy system. 
6) Did you like the activities during this trip? 
I wanted to find out the satisfaction of students with the trip. Most of the students were 
satisfied, some students add comments about very good party, and there were 5 people 
that complained about too long sightseeing. But in general all the answers were YES. 
7) Is the price acceptable for you comparing to services you got during this trip? 
The next question is asking about price satisfaction. Most of the students did not complain 
about the price. Trip to Porto is lowcost trip, so here is no doubt that ELL sets the prices 
very low, for instance only one way ticket to Porto by bus is 15 €. Trip includes dinners, 
accomodation and another activities, so thats why students like the price of this event. 
Figure 23 Question 7: Is the price of the trip acceptable for you? 
 
You can see that 96% of the students think that the price of the trip was acceptable considering 
the services they got during the trip. I would not change price for the next year, because this trip 
is one of the favorite of the students every year. This fact just support my suggestion to continue 
with the same pricing of ELL trips and services. 
 
96%
4%
Is the price of the trip acceptable 
for you ?
Yes, acceptable price
No, too expensive
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8) Do you recommend us some other activities during trip? Did you miss something? 
In this question I wanted to give some free space for students to recommend something 
that can improve the trip. 
Figure 24 Question 8 Recommendation, satisfaction with activities 
 
From the Figure 24 we can see that 41% were satisfied with the activities and did not miss 
anything during the trip. The general problem with waiting for all of the students on the 
meeting points bothered 21% of the students. Unfortunately it is very hard to do 
something with this. About 19 % of students would like to visit museums or theatres 
during trip. ELL may include a visit to the museum for the next trip. 12% of students 
wanted to make some thematic party- ELL is organizing a lot of thematic parties during 
the semester, so they can make this kind of party also during next trip. The other 7% of 
students want better food and want breakfast; there were also 4 students that wanted to 
meet Erasmus students from Porto during the trip. 
9) Do you have some dream city you would like to visit during Erasmus (Spain, 
Portugal)? 
In this question I wanted to find out which cities in Portugal and Spain students want to 
visit. This could help ELL to organize trips to the most favourite cities. 
41%
21%
19%
12%
7%
Recommendation, satisfaction with 
activities
No, everything was ok
Too long waitings
Museums,other cultural
visits
tematic party
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Figure 25 Question 9: Which city do you want to visit? 
 
From the Figure above we can see that most of the students would like to visit Salamanca 
and Algarve. Trip to Algarve is a typical trip of ELL in May, but they have not organized 
trip to Salamanca yet. It is a Spanish student´s city on the Portuguese border and it is well 
known among students. About cities Seville and Coimbra - ELL is doing trips there every 
semester. 
10) Please give us any kind of feedbacks.  
In the end of the questionnaire I gave students open question to write any kind of feedback 
to ELL. Most of the students left this question without respond. If they responded, they 
wrote that they enjoyed the trip a lot and they like ELL. Nobody wrote anything bad about 
ELL or the trip.  
These feedbacks cost only the cost of additional print. But this amount of money is 
negligible.  
4.4. Financial costs of the proposed changes in marketing  
In the following text and table I will sum up the financial costs of the proposed changes 
in marketing mix. I will separate organizations ELL and Placement in Portugal. 
 
 
39%
31%
16%
14%
Which city do you want to visit?
Salamanca
Algarve
Sevilla
Coimbra
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Table 4 Financial costs of the proposals for ELL 
Proposed change Total price 
Product  
Buddy system 0 € 
Good bye T-shirt ELL 3 €/piece, 6000 €/ per 2000 T-shirts 
Promotion  
Welcome days 0 € 
Festivals 2000 €/ for four days 
Internet communication, SEO 0 € 
Feedbacks max. 50 € 
TOTAL COSTS 8 500 € 
The total costs of the proposed marketing tools are 8 500 €. This amount does not include 
the annual costs of ELL for promotion. The main part of this amount is for Good bye T-
shirts, 2000 of them supposed to be for two semester. We may not forget that ELL will 
sell these T-shirts each for 5 €, which means a margin of 2 € in each T-shirts. These T-
shirts are promotional products as well.  
For Placement in Portugal I suggested more changes and here is the summary. 
Table 5 Financial costs of the proposals for PiP 
Proposed changes Price 
Product  
Urgent system 0 € 
Promotion  
Advertising- new flyers 100 € 
Personal selling 0 € 
Public relations- Qualifica 
                          -Futuralia 
                         - Careerweek 
280 € ( 70 € * 4 days) 
548 € (for the stand 4 m2) 
0 € 
Internet  SEO 0 € 
TOTAL COSTS 928 € 
 
88 
 
The biggest amount of money would be used for Public relations and promoting PiP in 
the exhibitions. I think it is important to make a good name of the company among the 
startups and other companies. These companies are participating on the exhibitions like 
Qualifica or Futuralia, so PiP should participate there as well to get more contacts. Total 
costs of the changes for PiP is not so big, most of the proposals depend on the interns in 
PiP and their ability to present PiP to the companies and on the Internet. 
I suggested Place to Stay to continue with their high price list for Erasmus houses, because 
students are going to rent them even with the high price. There still is a big part of students 
that prefer to live in a new flat with international people, even if it costs more. 
To sum up - my proposed changes are going to help organization to raise public awareness 
about ELL and hopefully it will help them to beat their competitors. The big part of my 
proposal part was analyzing customer. I used questionnaire to find what the 
customer/student needs. I found what kind of services students like and which cities they 
would like to visit. This questionnaire will give some tips to ELL how they can improve 
their services and satisfy their customers.  
4.5. A timetable of implementation of the proposals 
The timetable does not require fixed dates but I suggest to implement my proposals as 
soon as possible. As I mentioned above, some of the proposals have been already 
implemented during my internship in Lisbon. I will speak about my proposals 
chronologically.  
June 2014  
In June 2014 we started with creation of new flyers for Placement in Portugal. Next 
month, the flyers were printed and the personal marketing could started. Interns in PiP 
have been visiting and meeting companies around Lisbon until now and they are still 
using the same flyers. They do not go to the companies every day, because there is still 
lot of administration work and many interviews with new candidates, but they go for the 
business meetings usually once per week. 
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March 2015 
My proposed Feedback questionnaire was implemented in the beginning of March 2015. 
I suggested ELL to give the feedbacks after all big trips during semester. Some of the 
trips are attended by other students and with more feedback from more students the results 
will be more valuable. 
April-May 2015 
The proposed public relation activities in the exhibitions Futuralia and Qualifica will 
take a place in April - May. The registration for these exhibitions are open until the end 
of December (of the previous year). It means that PiP should make a registration in 
December 2015 to participate in the exhibitions in April, May 2016. 
June 2015 
Another of my proposal is Good bye T-shirts. Good bye parties are, obviously, in the end 
of semester so the selling will start in the end of June 2015. The preparation should start 
early enough, because everything takes a lot of time in Portugal. I suggest to order 2000 
blank T- shirts in April 2015. 
From June 2015 PiP should hire new intern who will start to make their new web page. I 
suggest the new page to be done until September 2015. This step include also 
implementation of the Urgent process into the pages.  
To improve their Internet communication I suggested to hire some intern to work on their 
SEO. This step should be done as soon as possible, that’s why I suggested it during first 
months. 
July 2015 
I proposed the participation on festivals. These festivals take place in summer months 
from July to August.  
September 2015 (February 2016) 
Another proposal - to participate more during Welcome days - will take a place every 
September and February. Usually we speak about a period of welcome week or two 
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weeks. Every faculty in Lisbon has one for students, during these days student 
organizations can present themselves. 
4.6. Evaluation of the benefits of my proposals 
My proposals were based on the weaknesses of ELL and I suppose that their 
implementation will help ELL to improve some of their weak points and achieve their 
goals.  
As one of the biggest benefit of my proposal I consider the questionnaire. My suggested 
feedback questionnaire will help ELL to get know its customers better. ELL has never 
tried any kind of similar feedback research so they could just guess customer behavior 
and needs. From my suggested feedback they can see how students like the trip and what 
they would like to change for the next time. This gives ELL space for improvement. 
Questionnaire shows that not all of the students own ELL card. This means that ELL 
should participate more during Welcome days and I recommend them to sell the cards 
there, not only in the office. From the feedback I found out that students don´t have good 
relationship with ELL members, or better said, they don´t know a lot the members. This 
fact could be changed my other proposal - Buddy system. ELL members will take care 
about students more and get to know them much better. I found out that students are 
satisfied with the price, but that they are missing some cultural visit or thematic party 
during trip. Feedback also showed that students would like to visit some specific cities in 
Spain.  
All these information should give impulse to ELL to change something in the future to 
satisfy their customers’ needs. With more satisfied students they will get better references 
to their friends, which means more students for ELL in the future, which is one of ELL 
goals. To improve their services during trip, and go to the cities that students actually 
really want to go will secure their continued 100% participation of the events. 
I suggested implementation of the Buddy system to their portfolio of services. This 
implementation would have positive effect on the relation between customer and 
organization. I consider also the fact that ELL competitors do not have Buddy system, so 
its implementation will differentiate ELL from its competitors which will help them to 
reach their marketing strategy. 
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In the end of the semester, during the Good-bye party I proposed to sell new white T-
shirts for Erasmus people. With this proposal I wanted to give students last good memory 
from Lisbon, to always remember Erasmus Life Lisboa. ELL can also make some 
additional profit on T-shirts, because the margin on each T-shirt is 2 €. This profit can be 
used to improve their advertising in following years. 
Suggested proposals for Placement in Portugal were implemented during last year, so I 
can prove that these proposals are helping PiP to get more customers and increase its 
profit. The measure of business performance for PiP is the number of matches per month. 
Before the changes in the marketing tools, PiP was able to match only one student with a 
company per month. During some months they were not able to find any job for them. 
With the personal selling and new flyers they match in average five students per month 
with companies. Before they had partnership with only fifty companies. Nowadays they 
have a contract with 123 companies that offer more than 150 vacancies for international 
and Portuguese students. These numbers are still growing and I expect that they are able 
to increase these numbers for 100 % the next semester and reach the goal of 10 matches 
per month. I suggested PiP to participate in the exhibitions where they can find potential 
customers - companies and students, which would help them to achieve the goal.  
Table 6 Benefits of the implementation- PiP 
 Before 
implementation 
6 months after 
implementation 
Following 
years 
Matches per 
month 
1 match 5 matches 10 matches 
Profit per month- 
short term(long 
term) internship 
75 € (150 €) 375 € (750 €) 750 € (1 500 €) 
 
In the Table above we can see that my proposed changes in marketing tools increased the 
profit of Placement in Portugal. I expect that these numbers will be still growing in the 
next months. Participation on exhibitions will help to increase the number of the matches 
and profits as well. 
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I expect that proposed Urgent process could increase profit of PiP as well. Some students 
are in a hurry to get their placement, because of a deadline from universities, so I predict 
they will use it quite often. Then it will be up to PiP to find a suitable job for a student in 
the period of three weeks. 
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Conclusion 
Due to high competitive environment, student organization ELL needs to improve their 
services and give students what they actually want. To find out what customers (students) 
need, they have to use some marketing tools. ELL is offering services to its customers, so 
should pay more attention to the people that are offering these services. 
In my thesis I analyzed Erasmus life Lisboa and all its parts. The analytical part was based 
on the theoretical knowledge and also on the knowledge gained during my internship in 
Placement in Portugal. The key analysis for my research was the SWOT analysis. I 
successfully discovered the weaknesses and threats in order to use it later in my parts. To 
create a SWOT analysis I needed to analyze the external and internal environment. During 
SLEPT analysis I discovered that the weakest part of ELL is Placement in Portugal. I 
found that ELL is not the only student company in Lisbon; they have two very strong 
competitors ESN Lisboa and Erasmus Lisboa. I analyzed both companies to show that 
ELL as a youngest organization is still staying little bit behind the most successful 
organization ESN Lisboa. Because of this analysis I found a space for improvement. None 
of the organizations provide special service Buddy system for students - that´s why I 
suggested Buddy system to ELL as one of my proposals. 
I´ve analyzed other subjects in the microenvironment - customers. Basically we can say 
that ELL has very specific customers - young people, students and tourists. What I´ve 
found as a weakness here, is that ELL is just guessing student´s needs and behaviors. For 
me that was an impulse to create a questionnaire which will give ELL the necessary 
feedback from students.  
To describe a macro-environment I´ve used SLEPT analysis as I mentioned before and I 
uncovered some interesting fact. The most important from all the factors is the new 
Erasmus+ programme. This programme seems better and it’s promising more 
opportunities for students to go abroad to study and work. But the reality is different. 
Since September 2014 there have been some changes in the duration of the stay abroad. 
Now student can stay only 12 months, which is exactly 12 months less than previous 
Erasmus Mundus programme. This new programme, unfortunately for ELL, will decrease 
number of Erasmus students and interns in Lisbon. For instance, if a student has already 
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been for two semesters on Erasmus, he doesn´t have a chance to come to Lisbon to do an 
internship anymore. 
The following part is concentrated on the marketing mix. I described the product service 
portfolio of ELL and all its parties. I think that ELL is providing students with lot of 
events and parties during the month compared to its competitors. What I suggested is 
Good bye T-shirts. It´s been a tradition for goodbye parties to bring white blank T-shirt 
and let all Erasmus friends to sign it. I suggest to sell white T-shirts with a logo of ELL 
during party. The students will bring this T-shirt as a souvenir and they will always 
remember they were part of ELL. 
I found a potential for improvement in product range of Placement in Portugal as well. I 
suggested them the implementation of an Urgent process. From my own experience, I 
know that it´s necessary to find an internship before a deadline given by university. This 
means that most of the students are in a hurry to find a job. An Urgent process will 
guarantee to find an internship for a student in three weeks. This service costs 50 €, which 
could help increase PiP profit in the future. 
I´ve paid most of my attention to promotion because during my internship I found a lot 
of deficiencies. Lisbon is a tourist and cultural city and ELL has not profited from this 
fact correctly. ELL hasn´t participated in any festivals yet and Placement in Portugal has 
not been exposed in any exhibitions. That was my first proposal in promotion part - to 
participate in these cultural events. During my internship in PiP I´ve suggested to improve 
their advertising. We created and printed new flyers that we handed out in all universities 
and we also started to approach personally Start-ups and companies in Lisbon. These new 
approaches increased the PiP profit and have helped finding new partners for Placement 
in Portugal till nowadays. Important benefit of this new promotion tools is the increasing 
number of matches per month- PiP get more partners and it is able to offer more vacancies 
for students. 
Next part of my thesis is about the questionnaire feedback, which I mentioned above. I´ve 
sent these questionnaires to the members of ELL and they were given to students during 
ELL trip to Porto. I analyzed all the answers from students and found some important 
feedback for ELL. The analysis showed the necessity of Buddy system and better 
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presentation of ELL during Welcome days. I wanted to show with this questionnaire the 
importance of my proposals, especially the improvement of the SEO and Public relation.   
I think with my proposed new Buddy system (ELL), Urgent process (PiP) they will be 
able to beat their competitors and be number one student organization in Lisbon. An 
unnecessary step is continuous improvement of promotion of PiP-they are able to make 
from their weakest part the strongest one .From my opinion ELL should get to know its 
customers better and give them my suggested feedback questionnaires after each trip to 
find out what kind of services and activities students really want. 
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Appendix 1: Questionnaire Feedback: Template  
 
 
TRIP TO ….. FEEDBACK 
Hi guys, we hope you enjoyed your trip to…. with ELL! We would like 
to ask you to fill this questionnaire because we really want to improve 
our services for the future trips and events. Obrigada and don´t forget 
NO REGRETS  
 
1) Are you a member of ELL? 
 
 
2) Did you buy ELL card because of this trip? (if not, when did you buy it?) 
 
 
3) Have you visited ELL page, how did you find it? 
 
4) How did you hear about us for the first time? 
 
5) How many people from ELL do you know? 
 
 
6) Did you like the activities during this trip? 
 
 
7) Is the price acceptable for you comparing to the services you´ve got during this trip? 
 
8) Do you recomend us some other activities during trip? Did you miss something? 
 
9) Do you have a dream city you would like to visit during your Erasmus? (Portugal, 
Spain) 
 
10) Please feel free to give us any kind of feedback  be creative, we like to read  
 
